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Abstract 
 
This work aims to assess the different demographic people¶s perception on service 
quality in China's hotel chains, and effort to investigate how their perceptions affect 
potential purchase decisions, while comparing with management perception 
demonstrate the service gap between each party. 
 
Both quantitative and qualitative methods are adopted in this research, some 
significant findings are identified that different characteristics people form their 
different service orientations. In general, it differs in social class, gender, and age 
group. The higher rating on hotel¶ services seems the more expectations and 
requirements are specified by these groups. And their purchase intentions are 
somewhat depend on whether the hotel can meet or even well exceed their overall 
perception on the real service delivering. However, the higher expectations from 
customers¶ and overestimating its service quality by manger result in two service gaps 
(gap 5 and gap 6) negatively influencing customers purchase intention. Thus, the 
findings have considerable implicates that hotel manager need a further improvement 
on its service delivering. 
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1. Introduction 
The hospitality sector is dominated by hotel chains nowadays as following the 
significant trend- globalization $FFRUGLQJ WR ³+27(/6¶  +27(/6 0DJD]LQH
1998 cited in Beer, 2006) over 5 million rooms are controlled by just the top 300 hotel 
chains, and 2.7 million by the top ten alone. One third of all hotel rooms are indicated 
that are linked to a hotel chain in the world. Chain operation is more beneficial over 
independent hotel operation in several aspects. According to Zhang, Pine, Lam (2005 
cited in Beer, 2006), three of the main key competitive advantages over independent 
hotels are: economies of scale, transaction cost, and management and technology 
perspectives. In china, Hotel development is considered as a very important part of 
tourism development since china gave priority for it in the sixth five-year plan for 
FKLQD¶VHFRQRPLFDQGVRFLDOGHYHORSPHQW<X 1992 cited in Tsang & Qu, 2000). In 
2001, China had 33 million tourist arrivals spending US$17.8 billion (CNTA, 2002). 
The stock of hotels in 2000 stood at 10,481 with a total of 948,185 rooms (CNTA, 
&KLQD¶VVWRFNRIKRWHOVZLOOQHHGWRH[SDQGDQGXSJUDGHYHU\VLJQLILFDQWO\WR
serve its potential market in line with an expected growth of international arrivals, 
together with an increasing domestic tourist demand (Pine, 2002). Most international 
hotel chains have involved into Chinese market, which follows the development of 
SRWHQWLDO &KLQD¶V UDSLd economic and tourism industry. According to Zhang, Pine, 
Lam (2005); they state clearly that 16% of all hotel rooms in china have any sort of 
group affiliation, with most of those hotels being rated as three-star and above. Indeed, 
the statistics indicates &KLQD¶V IXWXUH KRWHO LQGXVWU\ seems will develop for an 
extensive part in the form of hotel chains, for both domestic and international hotel 
companies. 
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1.1. Background Overview 
Competition between international hotel chain and domestic hotel chain 
Already established international hotel chains in China are for instance, Hilton, Hyatt, 
Six Continents, Shangri-La, Marriott, Accor, Club Med, Holiday Inn and some 
mega-chains like Starwood and Cendant (Beer, 2006). According to Ong (2005), the 
Hyatt Corporation is planning to develop 11 new Hyatt hotels in China. In the mean 
time, Accor is planning to develop 30 new hotels in the Third Largest Country of the 
World (Deeson, 2005). Both Hyatt and Accor are large hotel chains, but as Hyatt is 
choosing for more quality hotel development, Accor has emphasized on a quantity 
development aiming also on the 2 and 3 star level (Beer, 2006). It obviously indicates 
WKDW KRWHO FRPSDQLHV DUH DSSURDFKLQJ PDUNHW RSSRUWXQLWLHV DQG &KLQD¶V HFRQRPLF
growth differently. Most brands which are already present in China are in the higher 
category of hotels, mainly four and five star. The advantages of chain operation by 
international hotel management are considerable, once hotel end contract with the 
chain, it will greatly affect its business afterword. Wang (1998) presents example here, 
6WDUZRRG¶V GLVWULEXWLRQ FKDQQHO JHQHUDWHV  RI LWV KRWHOV¶ UHYHQXHV 7KH PDLQ
UHDVRQRIWKLVSKHQRPHQRQSUREDEO\GXHWRFKLQD¶VKRWHOPDQDJHPHQWFRPSDQLHVDUH
small in size and unable to carry out the potential advantages of chain operation. 
Indeed, most of the four and five hotels are operated by international hotel chains, 
while local hotel chains generally operate three star and even below (Shi, 1997). 
Nevertheless, a number of Chinese hotel groups try to institute a brand in the purpose 
of maintain competitive. Such as the Beijing tourism group which manages about 50 
hotels in and outside Beijing (Beer, 2006).  
 
According to Chang (2005), Chinese management and marketing capacities are 
improving day by day, such as the White Swan Guangzhou, which is a 5 star hotel 
chain and is performing well in the market. yet, the most competitive advantages of 
multinational hotel corporations over local chains are economies of scale, 
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management expertise and technology, especially networking by their distribution 
channels and centralized reservation systems, which can directly lead the overseas 
tourists to chain hotels. Again, foreign hotel chains have constructed earlier in 
Chinese market, and this can be benefit from business policies set by the Chinese 
government. Competition between multinational hotel corporations and local hotels is 
not fair, as foreign-invested hotels enjoy more preferential policies and treatment than 
indigenous hotels in taxation, tariff, foreign exchange, pricing, human resources 
policies, etc (Beer, 2006). On the other hand, some local companies try to take 
advantage of the emerging ethnocentrism of Chinese consumers by promoting 
goodwill and pride of national brands (Beer, 2006, p.40). According to Beer¶s 
assumption country stereotypical bias will exist against the foreign invested hotels, 
thus the local hotel chains take the home-country advantage over the international 
hotel chains. The possibility of a home-country advantage is analyzed by Zhou, 
Murray, and Zhang (2002), which direct customer to a sense of national pride; 
moreover, they strongly believe their own culture can provide the best localization of 
services.  
 
Service issues LQFXUUHQWFKLQD¶Vchain hotels  
In spite of overdevelopment of &KLQD¶V hotels, some authors (Tsang and Qu, et.al 
2000) found that most service workers in china lack an understanding or appreciation 
of international service standards, problems included poor language ability and 
communication skill, a lack of property maintenance, unreliable reservations system 
and poor sanitation. A discrepancy in expectation of service quality has existed 
between tourists and service workers in particular according to a study by Tsang and 
Qu µHYDOXDWLQJWKHVHUYLFH TXDOLW\RIFKLQD¶VKRWHOLQGXVWU\IURPERWKWRXULVW¶V
DQG PDQDJHU¶V SHUVSHFWLYH the issues in service which are playing a role at the 
moment are mostly insufficient performance during the service encounter. And the 
result is hotel PDQDJHU¶V FRJQLWLYH errors that lead to the real quality of service 
GHOLYHU\IDOOLQJIDUEHKLQGFXVWRPHUV¶H[SHFWDWLRQV  
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Another issue is DFFRUGLQJ WR %HHU  WKH IDVW GHYHORSPHQW RI FKLQD¶V KRWHO
industry will be even more a lack of experienced staff, which particularly reveal 
towards service and with a sufficient level of English. Indeed, from the education 
point of view, shortage of graduates from high educated tourism school will result in 
junior opening teams for luxury hotels (Kirk and Korving, 2005). Under this shortage 
pressure, the majority of inexperienced managers have to take responsibilities during 
and after opening of a luxury hotel (Beer, 2006). In view of that the service quality 
aspects are seems more problematic, especially illustrated by Zhang (2008), firstly, 
the Weak consciousness of customer service where appear in hotel leaders ' ignorance 
on service management that directly influence each employee, which will lower the 
entire service level of the hotel. Secondly, Irregular customer service behaviors, such 
as service personnel move customer's belongs without permission, enter customer's 
room without knocking the door, cancel room temporarily that the customer reserves 
ahead of time, incomplete requirements in guest room, delay in customer service, 
failure to supply hot water and non switching on air conditioner, etc, which are almost 
commonly seen in hotel industry in China and severely influence service quality of 
hotel (Zhang 2008, p.60). Thirdly, shortage of humanization service design, like too 
many systems are designed only for the convenience of employees or management 
personnel. Unsuitable system setting of hotel will lead to delayed service, which will 
severely influence normal operations of hotel. Employees in the hotel complain all the 
day, criticism on one department by the other exists; customer's satisfaction with hotel 
descends and complains increase. Lastly, most hotels do little in maintaining and 
strengthening the relationship with old customers and or cultivating and creating loyal 
customers in comparison with their behaviors in attracting new customers, however 
this is the important method for enterprises to keep long-term competition capability.  
8QGHU WKHVH FRQGLWLRQV FKLQD¶V KRWHO LQGXVWU\ ZLOO IDFH GLIILFXOWLHV LQ reaching 
FRQVXPHU¶V expectation and satisfaction which will make it difficult for China to 
integrate globally in terms of service quality in the hotel sector. Again, refer to 
Zeithaml, Berry, and Parasuraman (1994), the service quality delivery is considered a 
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fundamental strategy to succeed and sustain in current competitive environment. They 
also point out that the consumer behavioral intentions are positively impacted by the 
high assessments of service quality, and simultaneously the behavioral intentions 
could be viewed as indicators that signal whether customers will remain with or defect 
from the firm. Therefore, service quality could be one of the important issues inside of 
FRQVXPHUV¶ SHUFHSWLRQV DQG PDQDJLQJ DQG LPSURYLQJ VHUYLFH TXDOLW\ IURP WKH
FXVWRPHUV¶ SHUVSHFWLYH FRXOG HQJDJH FXVWRPHU¶V OR\DOW\ DQG HQKDQFH FRUSRUDWLRQ
competitiveness.  
1.2. Structure of thesis 
The thesis sets out the approach and investigating on people perception of service 
quality of both international and domestic chain hotels in china as well to understand 
their purchase behavior making behind perceptions. In this chapter, it introduces the 
topic of the thesis with illustrating some useful background overviews, and in chapter 
2 provides a review of relevant literature, explains the current issues in service quality 
dimensions and how it influences customer behaviors that could also leads up to 
customer satisfaction and their post purchase intention. Chapter 3 follows with the 
methodology which justifies the appropriate research approaches applied in this study 
WR ILQG RXW GLIIHUHQW VHJPHQWV JURXSV¶ SHUFHSWLRQV RI VHUYLFH TXDOLW\ UHIHUULQJ to 
international and domestic chain hotels in a target region in China. And the findings of 
the research are showed in chapter 4, discussions with the findings set out in chapter 5. 
Lastly, main recommendations and limitations of this study are outcome in chapter 6.   
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2. Literature review  
As service quality is becoming a major part of business practice, it is important to be 
able to measure and research its effectiveness. This chapter initially focuses on the 
conceptualization and measurement of SERVQUAL model with the interpretation of 
five service dimensions, following up with the five gap model in-depth analyzes the 
different disparities of service perception EHWZHHQ ERWK FXVWRPHUV¶ DQG mangers¶ 
perspective, meanwhile the measurement of service quality is drawn on by the 
understanding of these two service concepts. The introduction of consumer behavior 
and customer satisfaction are continuously interpreted, as these two parts are also 
considerably important determined by service quality. Accordingly, some conclusions 
are structured.        
2.1. Conceptualization and measurement of service quality  
2.11. SERVQUAL model  
Since the conceptualization and measurement of service quality has been paid a great 
attention in the service literature, the SERVQUAL (Parasuraman et al, 1988) model 
has been broadly applied in research studies across a range of service industries 
(Buttle, 1996; Carman, 1990). Refer to Parasuraman (1988) the SERVQUAL lies in 
five service dimensions with a set of 22 items for expectation and perception of 
FXVWRPHUV¶ DVSHFW 7KH ILYH GLPHQVLRQV DUH WDQJLEOHV UHOLDELOLW\ UHVSRQVLYHQHVV
assurance, and empathy. Tangibles include physical facilities, equipment, and 
appearance of personnel. Service industries such as hotels and restaurants rely heavily 
on tangibles, also guests often judge the quality of a hotel experience on the quality of 
the physical environment and tangible amenities.  
 
Reliability refers to the ability to perform the proposed service reliably and precisely. 
7KDW LV WR VD\ µLW PHDQVGRLQJZKDW\RXVD\ \RXZLOOGR¶ Pizam, 2005, p.271). As 
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Pizam concludes, Reliability is the most important service dimensions to customers, 
principally for the hotel industry, delivering promises through provision of service 
TXDOLW\ LV WKH PRVW HVVHQWLDO IDFWRU RI D FRPSDQ\¶V FDSDFLW\ WR WKHLU FXVWRPHUV
Responsiveness is the willingness to help customers and provide service in time. 
Customers adjudLFDWHDFRPSDQ\¶VUHVSRQVLYHQHVVE\DVVHVVLQJWKHDPRXQWRIWLPHLW
takes and the attentiveness that is offered in response to their requests, questions, 
complaints, and problems (Pizam, 2005, p.271). Pizam leave a example here, 
companies that use automated phone systems, regularly put customers on hold, or 
consistently have long wait times or long lines tend to be rated low on the 
responsiveness dimension (2005, p.271). Oppositely, responding quickly to requests 
or complaints leads to a higher rating on this dimension (Tsang and Qu 2000). 
Assurance emphasizes the knowledge and politeness of employees and their ability to 
inspire trust and confidence. The importance of the assurance dimension increases in 
proportion to the risk and the greater the inability for a customer to evaluate the 
service (Pizam, 2005, p.272).Lastly empathy is where of the individualized attention 
and care that the service provider could give to customers. Customers perceive the 
OHYHO RI D FRPSDQ\¶V HPSDWK\ E\ WKH GHJUHH RI SHUVRQDOL]Hd service offered. 
Customers want to be known on an individual basis and feel that the company 
understands and addresses their individual needs. When competing with companies 
that enjoy economies of scale, small companies can earn greater market shares by 
focusing on empathy. That is, service quality is indicated by, or defined as, the 
arithmetic differences between customer expectations and perceptions across the 
measurement of these five dimensions (Oh, 1999).  
 
Apart from SERVQUAL model, Gronroos (1984) also classifies the service quality 
into technical and functional quality. Technical quality is relevant to what the 
customer has been delivered, while the functional quality is likely attributed with 
psychological and behavioral aspects and the way in which the service is delivered to 
the customer through interaction and impression. He (1984) again points out that the 
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functional quality is considerably more important than the technical aspect. Others 
propose the service quality which includes three factors: customer-employee 
interaction, service environment, and service outcome (Rust and Oliver, 1994). Basis 
RQ 5XVW DQG 2OLYHU¶V SRLQW RI YLHZ %UDG\ DQG &URQLQ  VXSSRVH WKDW WKH
conceptualization of service quality offers a three-factor model comprising three 
dimensions: interaction quality is measured by attitude, behavior and expertise; 
physical environment quality is measured by surrounding conditions, design and 
social factors; again the outcome quality is measured by tangibles.     
2.12. Service Gap model  
Customers have expectations for service experiences and they use them to measure 
against the perceived service performance in their judgment of service quality (Pizam, 
2005, p.270). It is essential that managers resolve what those expectations are when 
designing the service. Accord with Parasuraman et al. (1985, 1988, 1991) the service 
quality model was original from the magnitude and direction of five gaps (see table 
below). The first gap is the difference between customer expectations and 
management perceptions of customer expectations. It commonly occurs when 
management fails to correctly identify customer expectations (Tsang and Qu, 2000). 
Hotel managers, under this circumstance, must know and understand what their guests 
expect from their stay, including all tangibles (the rooms, amenities, lobby features) 
and intangible components (availability of additional services, ease of check-in and 
check-out procedures). The extent of the gap, where Pizam (2005, p.271) mentions, it 
rely on the extent of upward communication (from customers to top management), the 
number of layers of management, the size of the organization, and most importantly, 
the extent of marketing research to identify customer expectations . The second gap is 
the difference between management perceptions of consumer expectations and service 
quality specifications7KHH[WHQWRI WKLVJDSLVGHSHQGHQWRQPDQDJHPHQW¶VFUHGHQFH
that service quality is important and that is possible, as well as the resources that are 
available for the provision of the service (Pizam, 2005, p.271). Gap 3 represents the 
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difference between service quality specifications and the service actually delivered; its 
extent is a function of many variables involved in the provision of service. Since 
individuals perform the service, the quality may be affected by such factors as skill 
level, type of training received, degree of role congruity or conflict, and job fit (Tsang 
and Qu 2000). Some service providers do not have a high service inclination, despite 
training. Service recovery efforts along with extent of responsibility and 
empowerment also affect the size of this gap. The process is further complicated by 
WKHFXVWRPHU¶VSDUWLFLSDWLRQLQWKHVHUYLFHHQFRXQWHU6XFKDVPizam illustrates when a 
customer make a special request for a room type different from the one originally 
reserved, or request a menu item after the initial order has been completed, it will 
make more complex to perform the service as intended (p.172). The fourth gap is the 
difference between service delivery and what is communicated about the service to 
consumers. Hospitality companies use advertising, personal selling, and sales 
promotion to inform, persuade, and remind guests about its products and services. 
Showing beautifully appointed hotel rooms, refreshing swimming pools and luxurious 
lobby areas in an advertisement communicates to the target customers. The extent of 
communications between the company and the advertising agencies will affect the 
size of the gap. Over-promising is commonly responsible for the communication gap. 
Each gap has a cumulative effect from the preceding gaps.  
Gap 5 is the difference between customer¶s expectation of service quality and 
customer¶s perception of the organization's performance. The first four gaps affect the 
way in which service is delivered, and the existence of these four gaps leads to the 
extent of Gap 5. In other words, the extent of Gap 5 depends on the size and direction 
of the first four gaps. Measurement of gap 5 has become the principal focus of 
research recently (Wang, Lo, and Yang, 2004, p.317). They also acknowledge this 
analysis may provide management with important insights about how well actual 
service performance compared with the expectations of the consumers. Therefore, 
study of Gap 5 is an extremely useful tool for management in monitoring the service 
delivery in China's hotel industry. Thus it is important to test customer perceptions to 
Student ID: 4091053 
 
 16 
see whether service quality provided by the hotel industry in China will meet, exceed 
or fall below customer expectations. 
Apart from the original five gaps proposed by Parasuraman et al. (1985), Lewis (1987) 
then puts in two additional gaps in the service quality model that have been identified 
and that were not included in the original service quality model.  
Figure 2.2.1 
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These gaps are labeled as Gap 6 and Gap 7 (figure 2.2.1). Gap 6 which is the 
difference between consumer perceptions of service delivery and what management 
believes they deliver. This gap could lead up WR WKH VLPSOH TXHVWLRQ µ'R PDQDJHrs 
overestimate their organization's service delivery in meeting customer expectations of 
VHUYLFHTXDOLW\LQ&KLQDKRWHOLQGXVWU\"¶ (Tsang and Quˈ2000). As mentioned in the 
literature review, some studies (Lewis, 1987; Coyle and Dale, 1993) find that 
managers in the hotel industry tended to be very self-assured and they believed they 
knew best. Thus, they perceived their service delivery as being more successful than 
customers perceived it to be, in most cases. Gap 7 is the difference between 
management's perception of consumer expectations and management's perception of 
LWV VHUYLFH GHOLYHU\ 7KLV JDS PHDVXUHV WKH LQWHUQDO VLWXDWLRQ µ'RHV PDQDJHPHQW
EHOLHYH WKH\ GHOLYHU DV PXFK DV WKH\ EHOLHYH FXVWRPHUV H[SHFW"¶ 0HDVXULQJ
management perceptions of service quality is just as important as measuring 
consumers' perceptions, because management perceptions of service quality directly 
affect service quality standards. Measurement of the gap 7 could help us to know 
whether or not management has confidence in meeting customers' expectations.  
2.13. Measurement of service quality  
SERVQUAL model had been widely used and measured by many researchers with the 
SXUSRVHRI LPSURYLQJVHUYLFHTXDOLW\IURPFXVWRPHU¶VSHUVSHFWLYHSome suggestions 
are exampled to measure service in hotel sector. For instance, Lewis (1984, 1985) 
analyzes 66 hotel attributes to determine how business and leisure travelers select 
hotels. The results suggest that location and price are the determinant attributes for 
hotel selection for both business and leisure travelers. Atkinson (1988) mentions that, 
in order of importance, cleanliness, security, value for money, courtesy and 
helpfulness of staff are found to be key attributes for travelers in hotel choice 
selection. Cadotte and Turgeon (1988) survey on 26 categories of compliments, 
finding attitude of employees, cleanliness and neatness, quality of service and 
employee knowledge of service are the most frequent factors mentioned by travelers. 
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Furthermore, agreed with a number of studies there are considerable differences in 
expectations of service quality between customer and management in the hotel 
industry. Nightingale (1986) finds very strong evidence that management perceptions 
of service quality frequently differ from the perceptions of customers, colleagues and 
staff. Lewis (1987) measures the service quality gap in the hotel industry, comparing 
management perceptions of guest expectations and the actual expectations of the 
guests themselves, and found that, for the most part, management believes that guests 
expect more than they in fact do. Nel (1993) has a similar result as Lewis, and found 
that management has a reasonably good understanding of customer expectations.  
Gaining the suggestions above, it seems to measure service both from the attributes of 
customer¶s perspective while comparing with management perception, thus could 
provides better insights to evaluate and identify service problems. Accordingly to 
form up the measurement of service quality, attributes such as cleanliness, location, 
room rate, security, service quality, and reputation of the hotel are regarded as 
important dimensions while these four gaps are concluded by Tsang and Qu (Gap 5, 
Gap 1, Gap 6 and Gap 7) could also provide better views from both hotel manager¶s 
and customer¶s perception (p.318). Understanding the degree and direction of these 
four gaps lead managers to have a better insight of whether their service is exceeding, 
meeting or falling below customers' expectations, and indicate them how to reduce 
these gaps. 
2.2. Consumer behavior  
Ever since service quality has great relationship with consumer purchase behavior, 
In-depth understanding of what consumers need and how they think can help hotel 
manager enhance their service quality by accomplishing an effective marketing 
strategy. Thus, understanding customers is the µcornerstone upon which the marketing 
FRQFHSW LV EXLOW¶ (Jobber, 2004, p.66). Blackwell, Miniard and Engel (2001) also 
points out that knowing why and how people consume products can help marketers 
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improve existing products into dynamic types in demand of different consumption 
groups. In essence, consumer behaviour analysis helps firms know how to please their 
consumers and directly impact company revenues (Blackwell, Miniard and Engel, 
2001, p.10). Thus, consumer behaviour becomes a significant and indispensable issue. 
This section illustrates the definition of consumer behaviour alongside with the 
different characteristics of consumers, and which factors can reasonably affect 
consumer buying behaviour during five certain consumer decision process stages. 
2.21. Definition  
Blackwell, Miniard and Engel (2001) provide the definition of consumer behavior, 
µwhich is the action people suppose when obtaining, consuming, and disposing of 
products and service¶ (p.6). Explicitly, consumer behavior is the study of consumption 
activities leading up tRDQXQGHUVWDQGLQJRIFRQVXPHUV¶ thoughts, feelings, and actions 
(Arnould, Price and Zinkhan 2004, p.23). According to Blackwell, Miniard and 
(QJHO¶VGHILQLWLRQREWDLQing is leading up to and including the purchase or receipt of a 
product, such as how you decide what to buy, where to buy and how to buy and 
deliver the product (Blackwell, Miniard, and Engel 2001, p.7). They also explain 
consuming as how, where, when and under what circumstances consumers dispose 
SURGXFWV &RQVXPHUV DQG RUJDQL]DWLRQV H[LVW LQ ZKDW )LOO  VWDWHV LV DQ ³RSHQ
V\VWHP´ SZKHUHE\ ERWKFDQDIIHFWDQGDUHDIIHFWHGE\H[WHUQDO HQYLURQPHQWDO
factors which influence consumer behavior and therefore affect internal individual 
processing of marketing messages. That is to say, consumer behavior is formed and 
responded by stimulators (Wang, Xu, and Jin, 2008). In the main, when a stimulus 
affects to consumers, they will have physical or psychological demands consequently, 
and these unmet needs will stimulate the motivation of consumer buying behavior 
(Wang, Xu, and Jin, 2008, p68). Wang, Xu, and Jin (2008) present the example below 
that show the consumer responses of stimulators: 
                                                                                                                                             
6WLPXODWRUVĺFRQVXPHU³EODFNFDVH´ĺFRQVXPHUEHKDYLRU 
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In their arguments, the stimulators where comes from marketing communications and 
external environment; marketing communications are such as different distribution 
channels of promotion; external environment such as social surroundings (e.g. the act 
of consuming with family or friends), culture background, economics, and technology, 
HWF7KHFRQVXPHU³EODFNFDVH´ZKLFKUHIHUVWRWZRDVSHFWVFRQVXPHUFKDUDFWHULVWLFV
and consumer decision making process (p.69). For an enterprise, it is important to 
investigate and anaO\]HWKH³EODFNFDVH´WKDWFan direct lead up to consumer decision 
choices. 
2.22. Consumer characteristics 
To analyze who are the people that build of the market for our service, it is initial to 
analyze the expansive social-demographic of consumer base (McCabe, 2009). 
Social-demographic factors on the whole include age, gender, education and 
occupation background, income, and life style, etc. (Solomon, 2002, p.8). The 
importance of tracking demographic trends is not only in relation to the customers to 
whom the organization actually sells its products/services but also in the wider 
population cannot be underestimated (McCabe, 2009, p90). Solomon (2002) argues: 
µWKHFKDQJHVDQGWUHQGVEHFDXVHWKHGDWDFDQEHXVHGWRORFDWHDQGSUHGLFWWKHVL]HRI
PDUNHWV IRU PDQ\ SURGXFWV¶S )RU What reason, organizations know more about 
existing customers and they correspond to broader demographic trends, the better they 
can target their marketing communications (McCabe, 2009, p.90). In proportion to 
this study, from the age aspect of contemporary Chinese society, young consumers 
and middle-aged consumers play a most imperative role in the wide market (Wang, 
Xu, and Jin 2008). The young consumers are general from 18 to 45 years old, this 
segment group is the most crowd amongst the Chinese market and represents a strong 
independence characterized which will result in the differences in value of the 
individual pursuit of self-awareness, consumer values and consumer behaviors (Wang, 
Xu, and Jin 2008, p.93). The middle-aged consumers are from age 45 up to 60, this 
segment group also has a large number of proportion, and they are mostly in the 
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position of decision-markers. The most distinct character of this consumer group 
represents rational, well-planned, and traditional behavior. Thus, during the purchase 
process, they can calmly analyze, compare, evaluate and select the most feasible and 
suitable product (p.95). 
 
From gender perspective, female are the main consumption group, the female 
population is accounted for 48.7 percent of the total population, and there are 20% of 
women accounted for about 20-54 years old among them (p.93). Similar with Evans, 
Moutinho, and Raaij (1996) conclude that the female could be the purchaser for the 
household, they might not have been the deciders or the final users of everything they 
bought, but they do most of the buying (p.132). The female consumer character are 
analyzed by Wang, Xu, and Jin (2008), the preference of their consumption is 
focusing on the outward appearance, emotional, practical, and creative of production 
(p.97). The male population is accounted for 50% of total population, and there are 30 
million whose age above 20, which means the consumption of male group, is 
occupying a large extension of consumer market (p.98). This segment group is 
focusing on the efficiency and physical attribution of production; in addition they 
commonly represent independent and rational buying behaviors (p.98). 
 
The different income status can also affect in diverse consumer behaviors, as Wang, 
Xu, and Jin (2008) category into 3 types of consumption characters which are 
survivor, enjoyer, and developer (p.99). The survivor consumers are requiring fairly 
basic living expenditure; their consumptions have low quality and only could meet the 
basic living standard (p.99). The enjoyer consumers are in the pursuit of high standard 
and strong cultural spirit consumption. The consumption of developer consumers have 
reached the level of enrichment and begin to the pursuit of high quality, high-grade 
material, spiritual and cultural consumSWLRQ 7KH GHYHORSHUV¶ FRQVXPSWLRQs are 
accounted for a relatively high proportion among the whole consumption market.   
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The characteristics of Lifestyle is also a common method of segmentation for tourism 
and hospitality markets alongside with activities, interests, and opinions; it as well 
attempts to link with consumer choices, habits, attitudes, emotions and pastimes to 
generate lifestyle types (McCabe, 2009, p.157; Wang, Xu, and Jin 2008, p.100). 
McCabe also explains the lifestyle segmentation that can contribute a great deal to the 
development of the marketing mix and add depth to the profile of segments which, in 
turn, can be used as the basis for the creation of detailed and appropriate marketing 
communications. In addition, Wang, Xu, and Jin conclude ten elements that determine 
lifestyle types: population statistics, culture background, social class, motivation, 
emotion, personality, self-evaluation, family life cycle, and previous experience.    
2.23. Consumer decision process 
Introduction of customer decision process CDP (figure 2.23.1) model (Blackwell et al. 
2001) can lead up to an appreciation of how consumers think, evaluate, and response 
action under the interaction with different internal and external influences. From the 
figure below, it progresses initially from the problem recognition following with the 
search for information, the evaluation of alternatives is identified once the information 
gained, these processes provides the basement of purchase stage, carries on with the 
post-purchase stage, which involves product consumption and evaluation. As long as 
the whole experiences are kept in mind, the customers will have influences in sharing 
with others and future purchase intention.  
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Figure 2.23.1 
 
Source: Blackwell et.al, 2001 
 
As followed with the CDP model, the five main stages of consumer decision process 
are clarified: problem recognition, information search, alternative evaluation, 
purchase decision, and post purchase behavior. The initial factor processes purchasing 
behavior which is the problem or demand recognized by consumers. Other words, the 
DZDUHRIFRQVXPHU¶VGHVLUHVDQGQHHGVQHFHVVLWDWHWKHPWRIXOILOZKHQWKH\UHDOL]HWKH
distance between their status quo and ideal condition (Wang, Xu, and Jin 2008). 
These DZDUHQHVV¶V FRXOGQ¶W PHHW LPPHGLDWHO\ DV ORQJ DV WKH LQIRUPDWLRQ RI WKH
purchase products/services is apparent enough. Otherwise, consumers need to collect 
reliable and valid information relevant to the current existing products/services and 
features to better facilitate in-depth evaluation and comparison of a wide range of 
options from the market. Jobber (2004) points out that the objective of information 
search is to build up the awareness set- that is, the array of brands that may provide a 
solution to the problem. It explains the reason that a company must strategise to get its 
EUDQG LQWR WKH SURVSHFW¶V DZDUHQHVV VHW FRQVLGHUDWLRQ VHW DQG FKRLFH VHW DV ZHOO DV
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ZK\WKHFRPSDQ\PXVWDOVRLGHQWLI\WKHRWKHUEUDQGVLQWKHFRQVXPHUV¶FKRLFHVHWVR
that it can plan competitive appeals (Kotler, 2003, p.205). 
 
When the information search clarifies the problem for consumers, they will then 
carefully analyze, compare and evaluate a number of purchase options to select the 
most satisfied products/services and make their final decisions of when to buy, from 
whom to buy or not to buy, usually this stage is impacted by several external and 
individual factors influences, and these factors critically determine consumer 
purchasing choices. Finally, it is also essential to identify with post-purchase behavior, 
yet it has been sometimes ignored. During this stage, consumers make use of the 
products/services, and realize whether the products/services have satisfied for the 
period of their consumption process. Additionally, they may give their perception on 
the satisfaction that direct influences their re-purchase behavior and brand loyalty.  
2.24. Factors influence consumer decision-making  
From the CDP model, the consumer decision process is chiefly influenced by two 
factors, individual differences and environmental influences (Blackwell, et.al 2001). 
There are five major elements included in individual differences: demographics, 
psychographics, values, and personality; consumer resources; motivation; knowledge; 
and attitudes; additionally environmental influences comprise culture, social class, etc. 
(Blackwell, Miniard, and Engel, 2001, p.84). As the demographic segmentation is the 
most common strategy for marketers (McCabe, 2009, p.152), yet Jobber (1995) 
argues that demographic are less impact than that of behavioral or psychographic 
factors because of the utility of a segmentation strategy is to identify similarities in 
behavior amongst different groups, however demographic factor is still required with 
behavioral and psychographic factors. McCabe again interprets the necessity to 
integration of geographic and demographic characteristics of the segments which due 
to it can geographically and effectively direct market communications to different 
segments group in a target region (p.152). Jobber also points out attitudes, perceptions, 
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values and beliefs are strongly linked to behavior, seeing as the analysis of those 
factors contributes WRDQXQGHUVWDQGLQJRIKRZSDUWLFXODUVHJPHQWJURXSV¶outlook of 
services in the wide market. Perception is important because people selectively 
perceive what they want and it affects how people see risks in a purchase. 
Psychographics is an operational technique to measure lifestyles which is a summary 
construct defined as patterns in which people live and spend time and money, 
UHIOHFWLQJDSHUVRQ¶s activities, interests, and opinions (Blackwell, Miniard, and Engel, 
2001, p.219). Furthermore, it uses to design a systematic understanding of market 
segments. Lastly, the environmental influences are such as, culture helps individuals 
communicating with a parallel society (Engel, 2001). Social class can help with the 
market segmentation, while agreed with Blackwell, Miniard, and Engel analysis of 
market segments by socioeconomic profile can progress a comprehensive marketing 
programme to match the preferences and behaviour of the market target.  
2.3. Customer satisfaction 
As mentioned earlier, customer satisfaction has intimate relationship with customer 
purchase behavior; it is therefore widely investigated in academic research (Choi, and 
Chu, 2001). Customer satisfaction as Oliver (1981) defines as an emotional response 
to the use of the product/service. Later, Oh and Parks (1997) mention that customer 
satisfaction is a complex human process, which involves cognitive and affective 
processes, and other psychological and physiological influences. A traditional 
definition of customer satisfaction which concludes by Engel et al. (1990) is following 
a disconfirmation paradigm that can result in interaction between consXPHU¶V
pre-purchase expectation and post purchase evaluation. Continuously, Anton (1996) 
presents D PRUH FRQWHPSRUDU\ GHILQLWLRQ ZKLFK LV D VWDWHPHQW RI FXVWRPHU¶V QHHGV
wants, and expectations during the product/ service life have been met or exceeded, 
and leads XSWRFRQVXPHUV¶UHSXUFKDVHEHKDYLRUDQGOR\DOW\$FFRUGLQJWRWKHservice 
industry, customer satisfaction which can be possibly determined by several elements, 
such as functional service, performance deliver throughout service encounter, 
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behavior and environment (Reuland et al. 1985, Czepiel et al., 1985, and Lewis, 1987). 
In this study, customer satisfaction is addressed on the basis of service encounter and 
expectancy disconfirmation model.  
2.32. Service encounter 
During the service delivery process, understanGLQJRI WKHJXHVW¶VH[SHFWDWLRQE\ WKH
employee is great important. As Parasuraman et al. (1991) found that, while reliability 
of service provision is most important in meeting customer expectations, the service 
encounter relates to personal interaction between customers and employees are most 
important in allowing companies to exceed these expectations. Respects back to the 
five gap model, when gap 3 barriers happen; this means during the service encounter 
something goes wrong in the interaction between customer and employee. As 
consequence, service providers need to have a better understanding of the attributes 
customers use to judge their performance in service encounters (Bowers et al., 1994; 
Peyrot et al., 1993). To effectively manage service encounters, managers need to 
develop operational definitions of constructs based on the behaviors of service 
delivery personnel, and to specify levels of appropriate performance (Bowers et al., 
1994). Indeed, the guest has to be treated in a hospitable way, which will contribute 
towards his/her satisfaction when checking-out (Kandampully, Mok, Sparks, 2001). 
Additionally, during the service encounter the employee has the opportunity to build 
trust, reinforce quality, build brand identity, and increase loyalty. As Kandampully, 
Mok, Sparks conclude that Hotels must manage the service encounter effectively for 
the benefit of guests and employees and for long-term organizational achievement. 
2.33. Expectancy disconfirmation 
Oliver (1981) introduces the expectancy disconfirmation model for studies of 
customer satisfaction in service industry. It assumes that customers¶ satisfaction which 
is basis on the subjective comparison between their expectations and perceptions with 
a target product or service. Customers are directly asked to provide their perceptions 
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RUHYDOXDWLRQVRIWKHFRPSDULVRQVXVLQJD³ZRUVHWKDQRUEHWWHUWKDQH[SHFWHG´VFDOH 
(Oh, 1999, p.69). The resulting perceptions are conceptualized as a psychological 
FRQVWUXFWFDOOHG³VXEMHFWLYHGLVFRQILrmation´2KS. According to Oliver¶s 
interpretation, the expectancy-disconfirmation model asserts that customer 
satisfaction is a direct function of subjective disconfirmation, and the size and 
direction of disconfirmation determine, in part, the level of satisfaction. Regards to 
Churchill and Surprenant (1982), they find both expectations and perceptions are 
influencing customer satisfaction and subjective disconfirmation under various 
circumstances. Later, in Hill¶s (1986) disconfirmation paradigm introduces the 
elements of the satisfaction/dissatisfaction process are: some subjective basis of 
evaluation; comparison of perceived performance with expectation; and a 
post-purchase judgment over experience whether is better or worse than anticipated, 
thus leading to some feels of satisfaction or dissatisfaction. Bases on his assumption, 
he also points out the main components of the disconfirmation paradigm are: 
expectations, perceived performance, disconfirmation, and satisfaction/ dissatisfaction. 
That is to say, the real service performance is less than customer expected, the 
negative disconfirmation happen, thus customer will be dissatisfied, while when the 
service performance far exceeds the customer¶s expectation, the positive 
disconfirmation will result in a satisfied attitudes from customer. Otherwise, if the 
perceived expectations are met with performance (confirmed), consumers are in an 
indifferent or neutral stage (Oh, 1999). 
2.34. Customer satisfaction measurement  
While the judgement of satisfaction by customer is great important that indicates the 
organization¶s performance, measuring customer satisfaction can thereby helps firm 
in-depth understanding of what their customer¶s preference and concern. Some 
debates regarding to the measurement of customer satisfaction are mentioned to gain 
an overall post-purchase evaluation from customer¶s (Fornell, 1992; Chen and Hsu, 
2000). Bases on the theories above, the disconfirmation paradigm is greater suggested 
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as the construct of customer satisfaction, and it also gives the best explains of 
customer satisfaction. Together with the introduction of the expectancy 
disconfirmation model, the measurement of customer satisfaction is identified and 
adopted in this study which to compares between customers¶ expectations of service 
and their perceptions of received service during the service encounter.    
2.4. Summary   
Gaining from literatures more and more attentions towards service problems in 
china¶s chain hotels has been investigated and discussed, since the service quality 
critical influenceV SHRSOH¶V SHUFHSWLRQ DQG it may possibly lead to their potential 
purchase decision, and make up their overall judgment of service satisfaction and post 
purchase intention. The map below is summarized assisting with further research of 
this study. 
 
Existing hotel 
service 
performancesĺ 
Environment 
influencesĺ 
ĺPeople  
perceived    
perception 
ĺPurchase 
decision 
ĺInteraction 
during   
service 
delivering 
ĺoverall 
judgment  
on  
satisfaction 
ĺFuture 
purchase 
intention 
Individualĺ 
differences 
 
Once gaining the interrelationship between service quality and people perception, it is 
very much call for a depth investigating in a wide market, and which is considerable 
to formulate a market research. Market research is a good way to dive problems an 
organization maybe facing and suggests way to make amendments as it gives an 
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RYHUYLHZ RI WKH RUJDQL]DWLRQ IURP WKH FXVWRPHU¶V SHUVSHFWLYH In the next chapter, 
appropriate research methods are adopted basis on the building objectives.   
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3. Methodology 
Initially in this chapter, main objectives are identified below basis on the illustration 
of background researches:  
 
z Understanding different demographic JURXSV¶SHUFHSWLRQVRIservice quality in 
China hotel sector 
z Investigating their perceptions of service quality on both international and 
domestic chain hotels and how their perceptions affect potential purchase 
decisions 
z Comparing with managerial perspective to understand service gap on both 
international and domestic chain hotels  
 
Appropriate methodologies are applied in help with this research, such as quantitative 
questionnaire and qualitative interview, and the data is collected with a designed 
survey. Finally, the suitable approaches are applied for the data analysis.  
3.1. Research methodology 
It is considered to via both quantitative and qualitative methodologies in this research. 
Since these two methodologies are commonly employed together in the same project 
in succession (Sarantakos, 2005). The theoretical underpinnings of quantitative 
methodology are that positivism and objectivist ontology and an empiricist 
epistemology (Sarantakos, 2005, p31). This results in quantitative methodology being 
an empiricist methodology, and masters by statistics and experiment. When the 
research is base on a wide demographic trend, quantitative is the best method to 
collect a large amount of information. Unlike quantitative methodology, qualitative 
methodology is diverse, pluralistic and in some cases even ridden with internal 
contradictions (Jocob, 1987, 1988 cited in Sarantokos, 2005, p.36). This can due to 
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qualitative is descriptive which bases upon interview and contact dealing with people 
feelings, ideas, and opinions focusing on a small group in much detailed research 
(Hou, 2001). Sarantokos also concludes these two methodologies in comparison, the 
distinct difference remains on the reality, the quantitative is revealed objective, 
perceived through the senses and based on the integration, the method is deductive 
ZKLOHWKHTXDOLWDWLYHLVTXLWHVXEMHFWLYHLQSHRSOH¶VPLQGSHUFHLYHGQRWWKrough senses 
but only diverse, and the method is inductive. As Saunders et al. (2003) summarized 
when it is interested in being able to describe what is happening as well as to 
exploring why is happening, it possible be useful to adopt both deductive and 
inductive methods. For instance, when the researcher conducting a qualitative 
preliminary study in order to establish some basic parameters (definitions, hypotheses, 
indicators, etc) that are required to conduct the quantitative study. Similarly, 
researchers may conduct a quantitative study in order to establish the demographic or 
social context, within which the qualitative study can be conducted. Furthermore, the 
GHGXFWLYHIHDWXUHLVDSURFHVVWKDWPRYHµIURPWKHRU\WRGDWD¶ZKHUHDVWKHLQGXFWLYH
feature LVDLPLQJWRµJDLQWKHXQGHUVWDQGLQJRIKXPDQVDWWDFKWRHYHQWV¶6DXQGHUVHW
DOS7KHERWKWRJHWKHURIIHUDµVWHUHRVFRSLFSLFWXUHRIWKHZRUOG¶6SUDJXH
and Zimmerman, 1989, p82). Based on these reasons, the two methods have been 
sincerely taken up.  
3.2. Research strategy  
Survey strategy is appropriate for the deductive of data collection in social research. 
According to Aldridge and Levine (2001), a social survey is a type of research 
strategy to collect the same information about all the cases in a sample, usually, the 
case are individual people, and among other things we ask all of them the same 
questions in both oral or written patterns. It is often for gathering different type of 
variables from our respondents, such as: attributes, behaviors, opinions, attitudes, etc. 
It employs a range of methods to gather information, such as questionnaires, 
face-to-face interviews, telephone interviews and other observation. Survey strategy is 
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the most direct and effective method, similar to Bradburn and Sudman (1988) claim, 
VXUYH\LVQRWRQO\DFRPPRQUHVHDUFKWRROEXWDOVRDSDUWRIDSHUVRQ¶VOLIHH[SHULHQFH
Once more, the strategy of this research tends to be both descriptive and explanatory: 
effort to depict perceptions amongst different consumption groups, as well as to 
understand how their perceptions affect the potential purchase behaviors. Quantitative 
questionnaires and semi-structured interviews can be employed in the primary data 
collection, since questionnaire is particularly useful for descriptive or explanatory 
research, plus the semi-structured interview is used to collect qualitative data by 
setting up a certain situation which allows respondents time to express their opinions 
on a particular issue (Li, 2007). In this research, questionnaire is broadly conducted in 
the collecting of informants from demographic group (buyer) on a particular region in 
China, while the semi-structured interview is adopted in a small focus group (seller).  
3.3. Secondary data 
The secondary data of this research are principally collected from literatures and other 
valuable information comes from internet. These data provide a theoretical under base 
for the primary research and enable me to understand the broad context of service 
quality in hotel sector. Last but not least, it is also useful in comparison with the 
primary data as to draw on some conclusions. 
3.4. Sample  
Four hotels (two international chain hotels and two domestic chain hotels) are chosen 
on a target region locates in my home town- Hefei, the capital city of Anhui province 
in Middle East of China, latest city report on tourism reception and general statistic is 
collected for the help of survey design (Appendix 1). the sample is focused on 18-60 
young and middle age people, as mentioned earlier from customer characteristics, this 
aged group is playing a imperative role in the contemporary Chinese consumption 
market, yet again, in order to gain the most effective and valid data, field delivering 
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has been carried out in a commercial center and airport, while another is sent by 
e-mails to a popular online travel forum.  
3.5. Questionnaire 
There are 33 questions designed in the questionnaire. It is comprised in 5 sections 
(Appendix 2) to achieve the main objectives. The questionnaire is conducted in two 
ways. One is a field delivery in three organizations: a small sales company the total 
ten staffs has responded; a hospital which twenty staffs has responded of total 
twenty-five questionnaires; and there are also twenty respondents from airport. 
Another is sent by e-mails to online forum, 100 questionnaires have distributed and 
only 50 have responded. Finally, the total of 100 effective answered questionnaires 
has received as primary quantitative data, an appropriate response rate is 65%, and the 
SPSS tool is used for the data analysis and results translation.   
3.51. Questionnaire design  
The 33 questions are designed based on the relevant literature theories and other 
background researches (chapter1.2 &chapter 2.1). Scale question is mostly adopted as 
followed by Kozak and Rimmington¶s (2000) suggestion, which is easy to construct 
and manage an effective way of measuring people attitudes. The first two section (A, 
B) which is to investigate the people expectations of hotel service in general, and their 
perceptions of service quality referring to 4 particular hotels (Hilton, Jin ling, Holiday 
express, and Home inn); section C and D aUH WKH FXVWRPHUV¶ VDWLVIDFWLRQV UHODWHG WR
these hotels, these questions are LQ UHVSHFW RI 3DUDVXUDPDQ¶V ILYH GLPHQVLRQV RI
SER948$/ PRGHO DQG 2OLYHU¶V expectancy disconfirmation model; and last the 
section E is the respondents personal information, such as age, gender, education, 
occupation, income status, marriage status, which is relevant to demographic 
segmentation. 
 
The scale is used in this questionnaire which is based on that used by Kozak and 
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Rimmington in their study of tourism satisfaction, and it comprises the following 
categories: 1=totally disagree, 2= disagree, 3=fair, 4=agree, 5=totally agree. seventeen 
rating scale questions constructs in the section A, which is to realize the general 
perception on the importance of criteria when people expect in a KRWHO¶V VHUYLFH
dimensions, these service dimensions are considerable measured by numerous 
authorities whereas are also common issues remained on the current Chinese hotel 
sectors. It leads respondents to the easy entering of the research topic, and may also 
smoothly connect with the second section. The seventeen questions are followed as 
facilities and environment (technical quality) aspect: architecture and design, 
availability of multiple service and facilities provided (entertainments, business centre 
facilities, swimming pool and spa, conference/meeting facilities,etc), Reasonable 
restaurant/bar prices, High quality of food in restaurant(s), sanitation, convenience 
accessibility; and appearance of service (functional quality) aspect: fast booking and 
reservation system, customized service provided, personnel appearance, personnel 
quality of abilities, staff communication abilities to customers (e.g. multi-lingual skills 
and culture fluencies, politeness), staff responsibility to customer problems, the 
GHJUHH RI VWDII¶V DWWLWXGH DQG DWWHQWLRQ WR FXVWRPHUV¶ SUREOHPV VWDII DELOLWLHV RI
problems solving, the efficiency of problem solving, room service (cleanness, 
quietness, comfortable and security), economic value. These aspects intimately deals 
with the current service issues where are identified by Parasuraman, et, al.  
The section B includes 7 different type questions in investigating 4 particular chain 
hotels in hefei city, China, it carries out in five single choice, and two rating scale 
questions.  
    
1. Do you know about Hilton (Jingling, holiday express, home inn) hotel in hefei? 
A. yes    
B. no 
This is an entering quesWLRQDQGWRJHWWRNQRZKRZSHRSOH¶s awareness referring to 
these four hotels.  
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2. ,IWKHILUVWDQVZHUZDV³\HV´WKHQZKLFKRIWKHIROORZLQJZD\V\RXKDYHNQRZQRI
these hotels? 
A. Brand image  
B. Public reputation 
C. Commercial publicity 
D. Travel blog 
E. Known from FR( friends and relatives) 
F. Previous experience 
 
The second question is logically connected to the first one, this also provides an 
understanding of different stimulators that may potentially affect custRPHUV¶SXUFKDVH
decisions and can as well to help the firm identifying the most efficient way to 
communicating with customers. 
 
3. Please give your rating of these hotels.(1=one star, 5=five star) 
 
This is also a further question based RQWKH³\HV´DQVZHURITXHVWLRQRQH,Wwill allow 
respondents giving their general impressions towards these 4 hotels. From the logical 
side of view, the higher rating of hotel is leading to the more preference from 
customer. In other word, people give higher rating of hotel; they have more 
expectation on it. As consequence, it can convincingly lead to customer potential 
purchase decision. 
 
4. Have you been stay in these hotels in the previous 12 months? 
A. yes 
B. no 
 
Once people give their positive perception of these hotels, it can assume that they will 
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logically choose to stay for a reasonable purpose, also the acceptable and empirical 
information call for is which base on their own experience of being stay in these 
hotels. Thus this question is designed to recall and search in their memories in terms 
of ensuring the accuracy of their answers (Li, 2007).  
 
5. ,I³\HV´LQ4WKHQKRZPDQ\WLPHVGLG\RXVSHQGWRVWD\LQWKHVHKRWHOV" 
A. once 
B. 2-3 times 
C. 4-5 times 
D. More than 5 times 
 
Q5 is a sub-question of Q4. From these two questions could obtain their frequency of 
stay these hotels, it is obvious the more frequencies of they have being stayed in 
hotel(s), the more valid information they can acknowledge to this research.   
 
6. Can you explain your purpose of being stay in those hotels in most recent one?  
A. Destination travelling  
B. business travelling 
C. VFR 
D. Personal enjoyment 
E. other    
 
This question requires respondents to bring to mind the type of preference of these 
hotels, aims to separate the different consumption choices from the psychological 
characteristic.   
 
7. Give your perception of important criteria when you choose to stay in these 4 
hotels. (1=extremely not important, 5=extremely important)  
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Q7 includes seventeen questions which are H[DFWO\ WKH VDPH DV VHFWLRQ $¶V ,W 
examines what of these service dimensions are their perceived perceptions on 
evaluation towards these four hotels.  
 
Sections C are scale questions of WKH FXVWRPHU¶s satisfaction according to these 
seventeen service dimensions for the duration of service delivering (1=absolutely not 
satisfied, 5=totally satisfied). This is core part of this survey, which can gain the 
information compared with the Q7, to realize the difference between customer¶s 
expectation of service quality and customer¶s perception of the organization's 
performance (Gap 5).  
 
Section D includes two different types of questions which is considering as the 
conclusion of Section C, in addition is SURSRVLQJRQWKHEDVLVRI2OLYHU¶Vexpectancy 
disconfirmation model. 
1. Give your perception on overall satisfaction referring to these 4 hotels. 
A. Worse than I expected 
B. Same as I expected 
C. Better than I expected 
 
2. I am definitely going to choose staying in these hotels next time and willing to 
recommend to my FR. (1=absolutely disagree, 5 totally agree). 
 
These two questions may gain the people¶s overall satisfaction comparing with their 
perceived service perception and also can get to know how their satisfaction affect 
their post-purchase intention.  
 
Last section introduces 5 informant questions (age, gender, education background, 
occupation, and income status). As mentioned earlier in the customer¶s characteristics, 
it is basis on the demographic segmentation, and is decisive important used for 
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comparing results, testing sample and data quality alongside with further 
recommendations.  
3.6. Interview 
In order to compare with the cXVWRPHU¶VVDWLVIDFWLRQand investigate whether there is a 
service gap between each party, telephone interviews are also conducted to invite 
WKHVH  KRWHOV¶ DGPLQLVWUDWRUV ZKR DUH ZRUNLQJ DW WKH +5 GHSDUWPHQW 7KH
conversations are successfully accessed in holiday express and home inn through a 
personal relationship. yet, the interviews has been refused twice at Hilton, first time I 
has been rudely refused by the reception without finishing my explanatory of visiting, 
and the second time they give their gentle excuse that the manager in HR department 
is on evection. The failure access has also happen in Jin ling while there is always 
absence in telephone line. Thus, only 2 out of 4 interviews have been succeed, and 
data is accordingly collected through transcription.  
Two respondents information are provided below: 
 
 Age  Gender  Income  Job position 
Respondent 1 / 
Holiday 
express 
29 female 3,000 
RMB-5,000 
RMB/month 
Administrator 
assistant 
Respondent 2 / 
Home Inn 
33 male About 5,000 
RMB/month 
Shift manager 
3.61. Interview design  
Five questions are designed as followed by Parashuraman¶s service gap model, so as 
to compare with the service perception from customer¶s perspective. Three main 
issues are output: find out the differences between customer expectation and 
management perception of customer expectation (GAP1); find out the differences 
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between management's perception of consumer¶s expectation and management's 
perception of its service delivery (GAP7); find out the differences between 
consumer¶s perception of service delivery and what management believes they deliver 
(GAP 6).   
 
1. As a hotel manager, do you think you can understand well in what are 
customers expecting from your hotel? 
 
2. How can you gain access to cuVWRPHU¶Vexpectation? 
   
3. What of the following criteria do you think are most important in 
PHHWLQJFXVWRPHUV¶H[SHFWDWLRQIURPKRWHOVHUYLFHDVSHFW"  2U\RXFDQ
add other comments.) 
A. architecture and design,  
B. availability of multiple service and facilities provided Reasonable 
restaurant/bar prices, 
C. High quality of food in restaurant(s),  
D. sanitation,  
E. convenience accessibility, 
F. fast booking and reservation system,  
G. customized service provided,  
H. personnel appearance,  
I. personnel quality of abilities,  
J. staff communication abilities to customers 
K. staff responsibility to customer problems,  
L. WKHGHJUHHRIVWDII ¶VDWWLWXGHDQGDWWHQWLRQWRFXVWRPHUV¶SUREOHPV  
M. staff abilities of problems solving,  
N. the efficiency of problem solving,  
O. room services  
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P. economic value  
 
4. How do you consider when delivering service in your hotel? Please give 
examples or evident to your opinion (advocates to illustrate with the 17 
service dimensions provided above)   
 
5. What other aspects do you think a need necessitate improvement in the 
future especially in service delivering process? 
 
The first three questions are required the perceptions of customer expectations 
towards service dimension, 2 open-ended questions and one semi-structured question 
are operated. Open-ended questions aUHGHVLJQHGWRILQGRXWWKHUHVSRQGHQWV¶YLHZVRI
the e[WHQWLQXQGHUVWDQGLQJRIFXVWRPHU¶VH[SHFWDWLRQ and it also encourages them to 
share their experiences more and to reflect upon their concepts. Semi-structured 
question could explore their attitudes LQ FRPSDULVRQ ZLWK FXVWRPHU¶s perception 
towards these 17 issues. The last two open-ended questions are respected on 
SHUFHSWLRQ RI UHDO VHUYLFH GHOLYHULQJ IURP YLHZ RI PDQDJHU¶V LQ RUGHU WR IDFLOLWDWH
gaining in FRPSDULVRQZLWKFXVWRPHU¶s perception of service delivering, and draws on 
some reasonable recommendations.    
3.7. Data Analysis  
The collected data will not be meaningful until it is carefully considered, categorized, 
and analyzed. In order to make sense of the collected data, appropriate analysis 
methods need to be demonstrated. There are three approaches that can help with the 
analysis of questionnaire from the analysis tool SPSS, which are followed by: 
frequency, multiple regression and one-way ANOVA test. First, frequency table 
suggests obtaining a general overview of data, such as means, standard deviations, as 
the questions are designed mostly in scale patterns that means each item which has a 
greater mean value appears on positive answer. According to Julie (2007), one way 
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ANOVA involves on independent variable (as a factor), which has number of different 
levels; these levels correspond to the different groups or conditions, and it can notify 
whether there is significant difference in the mean score on the dependent variable 
(such as age, gender, etc). In this research, one-way ANOVA analysis has been 
undertaken to compare with the perceptions of different demographic segments that 
whether significantly different between each group. Last, multiple regression conducts 
to explore the relationship between one continuous dependent variable (metric 
measurement) and a number of independent variables (Pallant, 2007). In this case, it 
helps investigating whether there is a relationship between people perception of 
service quality and their potential purchase decision, and how their relationship with 
each other. On basis of these methods, the results of collected data is gained and 
analyzed in the next chapter.  
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4. Results 
4.1 Questionnaire  
The results has been separated into 5 parts, the first part is the general perception of 
different demographic group SHRSOH¶VH[SHFWDWLRQs on service dimensions, and the rest 
four parts are their perceptions on 4 international and domestic chain hotels as 
followed by: Hilton, Jin ling, Holiday express, and Home inn. The main themes are 
headlined for easier analysis. Summaries are concluded afterwards.  
4.11. People expectation on service dimensions 
It is obviously seen that all the respondents give their positive perceptions on these 17 
service issues (Appendix 4 table 1), the highest expectation which reveals on the room 
services (mean =4.96), besides, the sanitation, abilities of customer problem solving, 
GHJUHHRIDWWHQWLRQ WRFXVWRPHU¶VSUREOHPDQG WKHHIILFLHQF\RISUREOHPVROYLQJDOO
have higher mean value; the lower expectation reveals on the architecture and design, 
convenience accessibility, fast booking and reservation system. Tested from the one 
way ANOVA test, among the different demographic groups, there are some significant 
differences between age group which reveals on the sanitation dimension, age group 
56-60 respects much higher attention than 18-25 age group, and in the middle age 
46-55 group, they has higher expectation on the degree of attention on customer 
problem solving, staff abilities of problem solving, and efficiency of problem solving. 
In the gender aspect, female are more critical on the sanitation, customized service, 
degree of attention on customer problem solving, and room services than male. Male 
are revealed higher preferences on the abilities of customer problem solving and the 
efficiency of problem solving than female. From education aspect, the distinct 
different is appeared on the fast booking and reservation, staff communication skill 
and personnel quality, it seems the higher education background group gives more 
preferences to these two dimensions. From the occupation aspect, there is distinct 
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difference in multiple services provided and sanitation, people who are working in 
some popular departments like finance and accounting, hospitality, engineering, all 
give their high expectations on multiple service provided, while in the sanitation 
aspect, only occupied in medical care and hospitality people are more critical on it.  
From the income aspect, it is interested that the lowest income group is more critical 
on food quality than any other groups; while in the middle to high income groups, 
they are focusing more on the staff responsibility to customer problem solving, degree 
of attention to customer problem, and abilities to problem solving.  
4.12. People perception of service quality in Hilton  
 
Table 1: Awareness of Hilton 
 Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid yes 93 75.0 93.0 93.0 
no 7 5.6 7.0 100.0 
Total 100 80.6 100.0   
Missing System 24 19.4     
Total 124 100.0     
 
From the overview of frequencies obviously obtains that Hilton gets high percentage 
on people awareness which is 93%, and only seven respondents have their negative 
answers. 
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Table 2: Ways of awareness, Hilton 
 Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid brand image 61 49.2 65.6 65.6 
public reputation 5 4.0 5.4 71.0 
commercial 
publicity 
6 4.8 6.5 77.4 
travel blog 10 8.1 10.8 88.2 
known from FR 4 3.2 4.3 92.5 
previous experience 7 5.6 7.5 100.0 
Total 93 75.0 100.0   
Missing System 31 25.0     
Total 124 100.0     
 
Among these 97 respondents, 65.6% are known from brand image, 5.4% are known 
from pubic reputation, 6.5% are known from commercial publicity, 10.8% are known 
from travel blog, 4.3% are known from friends and relatives, and 7.5% are known 
from previous experience. 
 
Table 3: Rating on Hilton 
 Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid four star 27 21.8 29.0 29.0 
five star 66 53.2 71.0 100.0 
Total 93 75.0 100.0   
Missing System 31 25.0     
Total 124 100.0     
 
71% of respondents give their rating on five star while another 29% rate 4 star. 
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Adopted one way ANOVA test, these perceptions on awareness are no significant 
changed in different demographic groups, which means the awareness of Hilton is 
equal in different ages, and social classes, etc.  
 
Table 4: frequencies of stay in Hilton 
Stay in Hilton Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid yes 36 29.0 36.0 36.0 
no 64 51.6 64.0 100.0 
Total 100 80.6 100.0   
Missing System 24 19.4     
Total 124 100.0     
 
36% of 97 respondents acknowledge they has been stayed in Hilton in the past 12 
month, 36.1% are for destination travelling, and 38.9% are for business basis, while 
another 25% are for visiting friends and relatives.  
 
Table 5: purpose of stay in Hilton  
Purpose of stay Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid destination travel 13 10.5 36.1 36.1 
business travel 14 11.3 38.9 75.0 
VFR 9 7.3 25.0 100.0 
Total 36 29.0 100.0   
Missing System 88 71.0     
Total 124 100.0     
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Table 6: age group of stay in Hilton  
 
Stay Hilton Total 
yes no yes 
age 18-25 6 9 15 
26-35 6 15 21 
36-45 13 18 31 
46-55 7 7 14 
56-60 4 7 11 
Total 36 56 92 
 
Again, obtained from the crosstabs test, among 36 stayers, there are about 50% from 
18-25 and 26-35 aged group, appropriate 40% are from middle aged group (36-45, 
and 46-55), while another 10% are from elder group. 
 
Table 7: gender group stay in Hilton  
 
Stay Hilton Total 
yes no yes 
gender male 28 27 55 
female 13 24 37 
Total 41 51 92 
 
The most stayers are male who have high education background, and are from middle 
to high income occupied in finance and accounting, senior management, and 
engineering departments. In addition, their purposes of stay reveal chiefly on the 
destination and business travelling. 
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Table 8: education group stay in Hilton 
 
Stay Hilton Total 
yes no yes 
education junior school 0 3 3 
high school/college 4 30 34 
university degree 19 15 34 
master degree 8 4 12 
higher degree 5 3 8 
Total 36 55 91 
 
 
Table 9: occupation group stay in Hilton  
 
Stay Hilton Total 
yes no yes 
occupation worker 3 8 11 
computer technical 2 3 5 
medical care 3 9 12 
finance accounting 8 5 13 
hospitality 2 6 8 
senior manager 5 1 6 
engineering 5 3 8 
other 11 18 29 
Total 39 53 92 
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Table 10 : Income group stay in Hilton  
 
Stay Hilton Total 
yes no yes 
income 1,000rmb-2,000rmb 2 10 11 
2,001rmb-3,000rmb 5 16 21 
3,001rmb-5,000rmb 17 22 39 
5,001rmb-8,000rmb 4 3 7 
8,000above 9 5 14 
Total 37 55 92 
 
Perception on service dimensions 
The general mean value of each perception is quite average to high (Appendix 4 table 
2), which means customers all gave their optimistic evaluation on +LOWRQ¶V VHUYLFH
dimensions. Indeed, noticeably found multiple services provided, high quality of food, 
sanitation, the degree of attention to customer problems, staff abilities of problem 
solving, customer communication abilities, the efficiency of problem solving, and 
room services all have higher percentages (more than half) attitudes on extremely 
important. The lower perceptions reveal on architecture and design, and customized 
service, which means people give fewer attentions. 
 
Perceptions influence potential purchase decision 
It is logically considered the high rating score may influence people purchase decision, 
and the high rating is most likely gained from the high perceptions of each service 
dimensions. To facilitate the acceptation of this assumption, multiple regression test 
can be used to explore the interrelationship among these set of variables that between 
one continuous dependent variable and a number of independent variables (Pallant, 
2007). In this situation, dependent variable is people purchase decision in the future 
(in questionnaire section D), and independent variables are people perceptions on  
+LOWRQ¶V VHUYLFH TXDOLW\ DQG UDWLQJ RQ +LOWRQ WKH  VLJQLILFDQFH OHYHO is operated. 
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The Appendix 5 table 1 shows people potential purchase decision is positively 
influenced by rating score and which indeed is influenced by its high quality of food 
in restaurant(s), sanitation, staff communication abilities, degree of attention to 
customer problem, and the efficiency of problem solving.  
 
Perception on satisfaction 
the mean value of each service dimension (Appendix 4 table 3) notices people give 
their high satisfied perception on the architecture and design, multiple service 
provided, and room services ( mean values were all greater than 4), while the other 
dimensions are judged average. Notably found the distinct lower perception of 
satisfaction reveals on efficiency of problem solving. 
 
Table 11: perception on efficiency problem solving  
Efficiency 
Problem 
solving 
 
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid not satisfied 1 .8 2.9 2.9 
fair 25 20.2 71.4 74.3 
satisfied 9 7.3 25.7 100.0 
Total 35 28.2 100.0  
Missing System 89 71.8   
Total 124 100.0   
 
Again adopted one way ANOVA, it seems the age group 18-25 give their higher 
satisfaction on staff communication abilities and skills (mean =4.00) while other aged 
groups all reveal average attitudes on it. The elder aged group give their much higher 
VDWLVIDFWLRQ RQ WKH GHJUHH RI VWDII¶V DWWLWXGH DQG DWWHQWLRQ WR FXVWRPHUV¶ SUREOHPV 
while others give average attitudes. In the different occupations group, most occupied 
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in accounting and finance, senior management, and engineering people give their high 
VDWLVIDFWLRQ RQ WKH IDVW ERRNLQJ DQG UHVHUYDWLRQ V\VWHP DQG WKH GHJUHH RI VWDII¶V
DWWHQWLRQ WR FXVWRPHU¶V SUREOHPV \HW WKH\ are all critical on the staff abilities of 
problem solving. Among different incomes group, most high income people think is 
more convenience on location accessibility while the low income group is objecting it. 
Obviously most low income group is not satisfied on customized service provided. 
High income group is also criticized on the efficiency of problem solving.  
 
Satisfaction influence future purchase intention 
$FFRUGLQJWR2OLYHU¶VH[SHFWDWLRQGLVFRQILUPDtion model people would like to confer 
post-purchase judgment while comparing with their perceived evaluation of service 
quality and the real service they have received during service delivering, they 
commonly describe their overall satisfaction E\ WKH ZRUGV µZRUVH WKDQ VDPH DV RU
EHWWHUWKDQ,H[SHFWHG¶  
Table 12: overall satisfaction on Hilton  
Overall satisfaction Hilton 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid worse than i expected 16 12.9 44.4 44.4 
same as i expected 10 8.1 27.8 72.2 
better than i expected 10 8.1 27.8 100.0 
Total 36 29.0 100.0  
Missing System 88 71.0   
Total 124 100.0   
 
The frequencies table shows 44.4% of customers give the general perception on 
+LOWRQ¶Vservice quality using by the words µZRUVHWKDQ,H[SHFWHG¶DQGanother two 
of 27.8% aUHHTXDOWRµVDPH¶and µEHWWHU¶  
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In order to find out which service dimension influences the results of overall 
satisfaction, according to Tsang and Qu¶ (2000) research of service gap,  it is 
suggested comparing with the mean values between perceptions on expectation and 
satisfaction towards the 17 service dimensions (from section b and section c), the 
mean values (Appendix 4 table 4) are significantly different on reasonable 
restaurant/bar prices, sanitation, convenience accessibility, staff communication 
abilities, the efficiency of problem solving. Taken the hypothesis that these issues can 
SRVVLEO\ UHVXOW LQ GLIIHUHQW SHUFHSWLRQ RQ FXVWRPHU¶V RYHUall satisfaction, regression 
has enabled investigating whether there is a relationship between these dimensions 
and overall satisfaction. The Appendix 5 table 2 evidently shows reasonable 
restaurant/bar prices, sanitation, staff communication abilities ,and the efficiency of 
problem solving are great important influencing overall satisfaction, the beta value 
seen that the higher satisfied attitudes on these issues will positively influence overall 
satisfaction; alternatively, the lower attitudes on these issues may UHVXOWLQFXVWRPHU¶s 
negative perception on overall satisfaction. Same approach has been used by testing 
on future purchase intention aspect, the significant influences determines future 
FXVWRPHU¶V SXUFKDVH LQWHQWLRQ are reasonable restaurant/bar prices, high quality of 
food, sanitation, staff communication abilities, and efficiency of problems solving. 
 
Summary 
In the main, Hilton has high public awareness and reputation among different 
demographic group, over one third of people acknowledge they have been stayed in 
the hotel recent period and they are quite popular with the purpose of destination and 
business travelling. The main consumption group of Hilton is from age 25-45 high 
educated from middle to high income group mostly is occupied in accounting and 
finance, senior management, and engineering departments. The most popular 
evaluation on +LOWRQ¶V VHUYLFH GLPHQVLRQ are high quality of food in restaurant(s), 
sanitation, staff communication abilities, staff¶s degree of attention to customer 
problem, and the efficiency of problem solving. Notably found the overall satisfaction 
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on service quality is fair satisfied, while 44% of customers think it which is worse 
than they expected. On different service dimensions WKH FXVWRPHU¶V SUHWW\ VDWLVILHG
attitudes are architecture and design, multiple services provided, sanitation, degree of 
attention to customer problem and room services though, it appears low percentage of 
satisfaction particularly on efficiency of problem solving. Again the critical service 
factors GHWHUPLQHFXVWRPHU¶V IXWXUHSXUFKDVHGHFLVLRQare significant on high quality 
of food, sanitation, while the negative influences appear on staff communication 
abilities and efficiency of problems solving. 
4.13 people perception of service quality in Jin ling 
Awareness and stay 
The overview of frequencies obtains 66% of people awareness on Jin ling, and most 
of respondents are known from travel blog or their friends and relatives, 75.8% people 
give their rating on 4 star. 
 
 
Table 13: awareness of Jin ling 
Aware of Jin ling 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid yes 66 53.2 66.0 66.0 
no 34 27.4 34.0 100.0 
Total 100 80.6 100.0 
 
Missing System 24 19.4 
  
Total 124 100.0 
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Table 14: rating on Jin ling 
Rating Jin ling 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid three star 9 7.3 13.6 13.6 
four star 50 40.3 75.8 89.4 
five star 7 5.6 10.6 100.0 
Total 66 53.2 100.0 
 
Missing System 58 46.8 
  
Total 124 100.0 
  
 
Table 15: ways of awareness, Jin ling 
Ways of 
aware 
 
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid brand image 3 2.4 4.5 4.5 
public reputation 7 5.6 10.6 15.2 
commercial publicity 14 11.3 21.2 36.4 
travel blog 22 17.7 33.3 69.7 
known from FR 17 13.7 25.8 95.5 
previous experience 3 2.4 4.5 100.0 
Total 66 53.2 100.0 
 
Missing System 58 46.8 
  
Total 124 100.0 
  
 
There are 23% respondents admitted they have been stayed in Jin ling since from past 
12 month, among these 23% respondents, there are 97.3% of them have been stayed 
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only once or 2-3 times, most of their choice of stay are for personal enjoyment.  
Table 16: frequencies of stay in Jin ling 
 
 
Table 17: purpose of stay in Jin ling 
 
Among different ages group, distinctly found age from 18 to 35 seems to have more 
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preferences of stay. 
 
Table 18: age group stay in Jin ling 
  Stay j 
Total   yes no 
age 18-25 11 6 17 
26-35 15 6 21 
36-45 11 22 33 
46-55 8 9 17 
56-60 2 10 12 
Total 47 53 100 
 
Perception on service dimension 
The high perceptions of service quality are agreed on multiple service provided, high 
quality of food, customized service,  these all have greater mean value (Appendix 4 
table 5) , indeed, more than half attitudes are given on extremely important.  
 
Table 19: perception on multiple services in Jin ling 
Multiple services 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid important 21 16.9 48.3 58.3 
extremely important 15 12.1 51.7 100.0 
Total 36 29.0 100.0 
 
Missing System 88 71.0 
  
Total 124 100.0 
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Table 20: perception on high quality of food in Jin ling 
High quality of food 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid fair 7 5.6 19.4 19.4 
important 4 3.2 11.1 30.6 
extremely important 25 20.2 69.4 100.0 
Total 36 29.0 100.0 
 
Missing System 88 71.0 
  
Total 124 100.0 
  
 
Table 21: perception on customized services provided in Jin ling 
customized 
services 
 
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid important 7 5.6 19.4 19.4 
extremely important 29 23.4 80.6 100.0 
Total 36 29.0 100.0 
 
Missing System 88 71.0 
  
Total 124 100.0 
  
 
The lower perceptions of service quality are on convenience accessibility, and fast 
booking and reservation system, while other service dimensions reveal quite equal 
percentage on fair attitude. 
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Table 22: perception on convenience accessibility in Jin ling 
Convenience accessibility 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid not important 11 8.9 30.6 30.6 
fair 22 17.7 61.1 91.7 
extremely important 3 2.4 8.3 100.0 
Total 36 29.0 100.0 
 
Missing System 88 71.0 
  
Total 124 100.0 
  
           
Table 23: perception on fast booking and reservation system in Jin ling 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid not important 11 8.9 30.6 30.6 
fair 22 17.7 61.1 91.7 
important 3 2.4 8.3 100.0 
Total 36 29.0 100.0 
 
Missing System 88 71.0 
  
Total 124 100.0 
  
 
Resulted from one way ANOVA test the distinct difference perception in age group is 
appeared on architecture and design, young aged group give their much higher 
evaluation on them.  
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Table 23: age group perception on architecture and design in Jin ling 
  architecture 
Total 
  
important extremely important 
age 18-25 2 4 6 
26-35 3 6 9 
36-45 7 4 11 
46-55 4 4 8 
56-60 2 0 2 
Total 18 18 36 
 
Perception influence potential purchase decision 
Seen from the regression test (Appendix 5 table 3), the rating score of Jin ling has 
positive influence on potential purchase decision, especially by its high quality of 
food, customized services provided.  
 
Perception on satisfaction 
The general mean value of satisfaction on each service dimension is quite average, the 
much higher satisfaction perceptions appear on architecture and design, sanitation and 
room services, while the distinct low perception are headed for convenience and 
accessibility, reasonable restaurant price, high quality of food, efficiency of problem 
solving (Appendix 4 table 6). Among different groups, female are almost not satisfied 
with its quality of food, and male are critical on its convenience and accessibility, and 
efficiency of problem solving.  
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Table 24: satisfaction on convenience accessibility in Jin ling 
  
convenience access 
Total 
  
not satisfied fair satisfied 
gender male 7 6 1 15 
female 1 12 8 21 
Total 8 18 9 36 
 
Table 25: satisfaction on efficiency of problem solving in Jin ling 
gender * efficiency Crosstabulation 
  
efficiency 
Total 
  
not satisfied fair satisfied 
gender male 10 3 2 15 
female 2 16 3 21 
Total 12 19 5 36 
 
People with high income (from 5,000 rmb-8,000rmb/months and above) mostly pick 
on its staff responsibility and efficiency of problem solving. Whereas in the different 
ages group, problem is also specified on its quality of food by young aged (18-25, 
26-35) group. 
 
Satisfaction influence future purchase intention 
Described from the frequencies table below, 47.1% customers present the general 
perception of service quality by using the word µZRUVHWKDQ ,H[SHFWHG¶DQG 41.2% 
responses  µVDPH as I expected ¶WKHUHVWfeel  better than they expected. 
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Table 26: overall satisfaction on Jin ling 
Over satisfaction Jin ling 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid worse than i expected 16 12.9 47.1 47.1 
same as i expected 14 11.3 41.2 88.2 
better than i expected 4 3.2 11.8 100.0 
Total 34 27.4 100.0 
 
Missing System 90 72.6 
  
Total 124 100.0 
  
 
Compared with the different mean value between perceived service perception and 
service satisfaction, the greater difference appears on reasonable restaurant/bars price, 
high quality of food, and customized service provided (sig p=0.002,0.003, 
0.023 >0.05), while reasonable restaurant/bars price, and high quality of food all have 
negative correlation with perceive perception and satisfaction of service quality, 
which perhaps, people have higher perception on these service dimension, they will 
yet feel less satisfied with them, thus possibly influences their judgement on the 
overall satisfaction. Conversely, customized service has positive correlation with 
people perceived perception and satisfaction, which could results people fair or 
positive attitudes on overall satisfaction. Adopted regression test critically notices the 
reasonable restaurant/bars price can result in people¶s negative satisfaction while 
sanitation and customized service have SRVLWLYH UHODWLRQVKLSZLWKFXVWRPHU¶VRYHUDOO
satisfaction (Appendix 5 table 4). Same method is used in future purchase intention 
(Appendix 5 table 5), it seems high quality of food and customized services provided 
have closer UHODWLRQVKLS ZLWK FXVWRPHU¶V IXWXUH SXUFKDVH LQWHQWLRQ ,QGHHG WKH
QHJDWLYHFXVWRPHU¶VZLOOLQJQHVVHVDUH caused by the low satisfaction on high quality 
of food though; high perception on customized services provided can engage 
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FXVWRPHU¶VSUHIHUHQFH    
 
Summary 
On the whole, Jin ling has over average of people awareness and quite high rating 
score, nearly a quarter respondents have been stayed in the hotel since last 12 months 
with the more preferences on personal enjoyment basis. The most consumption group 
is age from 18 to 35 while reveals quite dynamic in other segments group. People 
preferences on Jin ling¶s service quality is the high evaluation on multiple services 
provided, high quality of foods, sanitation, as well as customized services provided. 
47.1% customers give the general satisfaction RI VHUYLFHTXDOLW\XVLQJ µZRUVHWKDQ ,
H[SHFWHG¶DQGgive the µVDPH¶ answers, the rest 11.8% feel µEHWWHU¶7KHKLJK
satisfaction on its service dimension are architecture and design, sanitation and 
customized services provided, while the distinct low satisfaction are headed for  
convenience and accessibility, reasonable restaurant price, high quality of food, and 
efficiency of problem solving. The main service issues cause customer future 
purchase intention which are on its high quality of food and customized services 
SURYLGHG ,QGHHG WKH QHJDWLYH FXVWRPHU¶V ZLOOLQJQHVV is caused by the low 
satisfaction on high quality of food though, multiple and customized services 
provided may HQJDJHFXVWRPHU¶VSRVLWLYHSUHIHUHQFH     
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4.14 Perception of service quality in holiday express 
 
Table 27: people awareness of holiday express 
Aware of holiday express 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid yes 55 44.4 55.0 55.0 
no 45 36.3 45.0 100.0 
Total 100 80.6 100.0 
 
Missing System 24 19.4 
  
Total 124 100.0 
  
 
 
55 respondents give their positive answers towards awareness, the main awareness 
information they gained is from their previous experience of being stay in the hotel. 
There are 67.3% of respondents rating 4 star. Among these 55 aware respondents, 
40% of them approve they have been stayed in the hotel with a business intention.  
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Table 28: ways awareness ,holiday express 
 
Table 29: rating on holiday express 
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Table 30: purpose of stay in holiday express 
 
 
Table 31: gender group of stay in holiday express 
gender * stay ex Crosstabulation 
  
Stay ex 
Total 
  
yes no 
gender male 25 33 58 
female 15 27 42 
Total 40 60 100 
 
From the ANOVA test shows the significant level of difference has been reached 
among the gender group, male have more preferences of stay than female and they are 
also more in the frequencies of stay, the majority reason of their choices are distinct 
greater on business basis. 
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Table 32: gender group¶s purpose of stay in holiday express 
  
Purpose stay ex 
Total 
  
destination travel business travel VFR other 
gender male 3 20 0 2 25 
female 4 7 3 1 15 
Total 7 27 3 3 40 
Table 33: gender group¶s frequencies of stay in holiday express 
  Frequency ex 
Total   once 2-3 times 3-4 times 
gender male 2 7 16 25 
female 4 6 5 15 
Total 6 13 21 40 
 
Perception on service dimensions 
The mean value of each service dimensions is fair to high score, notably found the 
people¶s perceptions on extremely important attitudes appear on multiple services 
provided, sanitation, convenience accessibility, staff communication skills, efficiency 
of problem solving and economic value (all about to 50% or more, Appendix 4 
table7&8&9).  Conversely, people give low attention on its architecture and design, 
which reveals of 65% percentage on fair not important attitudes (Appendix 4 table10). 
Perceptions on staff communication skills, abilities of problem solving and efficiency 
of problem solving are conspicuously different in education group, most high 
educated (university degree and above) people believe these are greater important 
choice of stay in holiday express (Appendix 4 table 11). 
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Perception on satisfaction  
Compared with each mean value (Appendix 4 table 12) people are fairly satisfied with 
its multiple services provided and sanitation, the lower satisfaction are reasonable 
restaurant/bars prices, convenience accessibility and economic value while others are 
quite fair satisfied. Compared with gender group, male seems quite criticized on the 
staff abilities to problem solving, efficiency of problem solving, they all give fair to 
not satisfied on these dimensions. While both male and female are failed satisfying by 
its economic value (Appendix 4 table 13). Among the education group, most high 
educated people think the staff communication skills are quite fair to satisfy with them 
(Appendix 4 table 14). The low income group quite not satisfied with its economic 
value, as there is a distinct different between 1,000rmb-3,000 rmb and 
3,000rmb-8,000rmb, above (Appendix 4 table 15).  
 
Satisfaction influence future intension  
The overall customer satisfaction is chiefly justified though, there are still 27.5% 
unsatisfied customers who think the service quality is worse than they expected.    
 
Table 34: overall satisfaction on holiday express 
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&RPSDUHG ZLWK FXVWRPHU¶V SHUFHLYHG VHUYLFH SHUFHSWLRQ (Appendix 4 table 16) the 
distinct difference remain on restaurant/bars prices, customized services, the degree of 
VWDII¶VDWWHQWLRQWRFXVWRPHUV¶SUREOHPVVWDIIDELOLWLHVRISUREOHPVVROYLQJHIILFLHQF\
of problem solving, and economic value. Adopted regression test (Appendix 5 table 6) 
continuously find the high attitudes on stDII¶VDWWHQWLRQWRFXVWRPHUV¶SUREOHPVVWDII
abilities of problems solving, efficiency of problem solving, and economic value 
resulting LQ WKH KLJK FXVWRPHU¶V RYHUDOO VDWLVIDFWLRQ ,Q RWKHU ZRUG WKH ORZ DWWLWXGH
satisfaction on these dimensions may result customer less satisfied. among these 
dimensions, the customer future purchase intention is critically determined by 
FXVWRPL]HG VHUYLFHV SURYLGHG WKH GHJUHHRI VWDII¶V DWWHQWLRQ WR FXVWRPHU¶V SUREOHP
efficiency of problem solving, and economic value (Appendix 5 table 7)  as these all 
reach in significant level (5%). 
Summary  
In conclude, holiday express gets quite fair awareness, most respondents are known 
from their pervious experience of being stayed in the hotel. There are 67.3% of 
respondents rating 4 star. And among the 55 aware respondents, 40% of them are 
staying with a business intention while there are almost male. Their higher attentions 
on the service dimensions focus on its multiple services provided, sanitation, 
convenience accessibility, staff communication skills, efficiency of problem solving 
and economic value. The overall satisfaction quite fair appear on its multiple services 
provided, sanitation, and staff communication skills, while the less satisfied service 
dimensions are reasonable restaurant/bars prices, convenience accessibility, efficiency 
RI SUREOHP VROYLQJ DQG HFRQRPLF YDOXH 0RUHRYHU SHRSOH¶V IXWXUH SXUFKDVH
intentions are largely determined by their satisfactions on customized services 
SURYLGHGWKHGHJUHHRIVWDII¶VDWWHQWLRQWRFXVWRPHU¶VSUREOHPHIILFLHQF\RISUREOHP
solving, and economic value. Indeed, their positive future choices of stay are 
depending on WKH KLJK VDWLVIDFWLRQ RQ WKH GHJUHH RI VWDII¶V DWWHQWLRQ WR FXVWRPHU¶V
problem while the unwillingness are determined largely by its poor customized 
services, efficiency of problem solving and low economic value.  
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4.15 people perception of service quality in Home Inn 
Awareness and stay  
Surprisingly found there is 100% of people awareness. The majority people are gained 
from its high public reputation (45%), most people give their 3 star of rating on the 
hotel.  
Table 35: people awareness of home inn  
Aware of home inn 
  
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid yes 100 80.6 100.0 100.0 
Missing System 24 19.4 
  
Total 124 100.0 
  
 
Table 36: people awareness of home inn  
 
 
Above 60% of respondents acknowledge they have been stayed in the hotel since last 
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12 month and around 80% of them have been stayed more than once while it largely 
in 3-4 times and 5 times above. The most accepted reason for their choices of stay is 
visiting friends and relatives. Tested from one way ANOVA test there is no significant 
difference of people awareness and choice of stay among demographic groups. 
Table 37: people stay in home inn  
 
Table 38: people frequencies of stay in home inn 
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Table 39: people purpose of stay in home inn 
 
 
Perception on service dimensions  
The high mean value (Appendix 4 table 17) of people evaluation on its service 
dimensions mainly appear on its sanitation, convenience accessibility, fast booking 
and reservation system, customized services provided, room services, economic value. 
And the much lower evaluation are on architecture and design, multiple services 
provided, reasonable restaurant/bars prices, high quality of food, personnel 
appearance, personnel quality of abilities, staff communication abilities, as these 
dimensions are all less in mean and below the average perception level.  Among 
gender group, female give high intentions on sanitation, customized services provided, 
and room services, while male quite prefer its fast booking and reservation system, 
and efficiency of problems solving (Appendix 4table 18). In different occupation 
group, people who are working at medical care field give their much higher attentions 
on its sanitation, and there is no distinct different between other groups. Among 
different incomes group, people with low income think the food in the hotel is high 
qualified, though the high incomes group think exactly opposite (Appendix 4 table19). 
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Perception influence purchase decision 
From the multiple regression test (Appendix 5 table 8) obtains the important service 
dimensions that determine people¶s purchase decision which are positively appeared 
by its convenience accessibility, customized services provided, staff responsibility to 
customer problems, efficiency of problem solving, room services, and economic 
value.  
 
Perception on satisfaction  
Obtained from each mean value (Appendix 4 table 20) people high satisfaction 
certainly appear on convenience accessibility, and fast booking and reservation system 
(mean above 4), their lower satisfaction are largely on architecture and design, 
multiple services provided, high quality of food, personnel quality and ability, staff 
communLFDWLRQVNLOOVVWDIIUHVSRQVLELOLW\RISUREOHPVROYLQJDQGVWDII¶VDWWHQWLRQRQ
customer problem, and also the efficiency of problem solving (mean are below 3), 
while the others remain average level. Again tested from one way ANOVA find most 
people who occupy in finance accounting, hospitality, senior management, and 
engineering are not satisfied with staff communication skills. The lower satisfaction is 
also distinct impacted by staff responsibility of customer problems and the degree of 
attention to custRPHU¶VSUREOHPVWKHKLJKHUDJHJURXSVHHPVgive lower satisfactions 
on these two dimensions (Appendix 4 table 21). 
 
Satisfaction influence future intention 
The general attitudes on overall satisfaction are fair, about 20% customers think the 
service quality is worse than they expected, while another 30% think its better than 
they expected.  
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Table 40: overall satisfaction on home inn 
 
 
Compared to the different mean value (Appendix 4 table 22) between people 
perception and satisfaction the distinct differences are on the high quality of food, fast 
booking and reservation system, staff responsibility to customer problems, degree of 
attention to customer problems, and efficiency of problem solving. Beside fast 
booking and reservation system the other dimensions seems have negative correlation 
with the perceptions¶ mean value, which means people give their high expectation on 
these dimensions though, these appear less on their satisfaction. Learn from the 
expectancy disconfirmation model, when people give different between their 
perceived service evaluation and received service satisfaction that may affect their 
future purchase intention. Gained from the correlation table below the positive 
influences affect their future purchase intention are on the fast booking and 
reservation system, customized service provided (beta value are positive), while the 
negative influences refer on staff responsibility of customer problems, degree of 
attention to customer problems and efficiency of problem solving (Beta value are 
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negative Appendix 5 table 9). 
 
Summary 
Generally speaking, home inn has perfect brand awareness and quite amount public 
reputation amongst different demographic group, above 60% people acknowledge 
they have been stayed in the hotel recently, a large amount of them have been stayed 
more than once, the most reason is for visiting their friends and relatives. According 
to the survey reveal that the hotel has no specific target group, which occupy in a wide 
range of market. The high perception on people evaluating its service quality are 
sanitation, convenience accessibility, fast booking and reservation system, customized 
services provided, room services, and economic value, their low perception appear on 
architecture and design, multiple services provided, personnel appearance, personnel 
quality of abilities, staff communication abilities. The critical influences determine 
SHRSOH¶V SXUFKDVH GHFLVLRQ which significantly reveal on convenience accessibility, 
customized services provided, staff responsibility to customer problems, efficiency of 
problem solving, room services, and economic value.  Investigating from their 
FXVWRPHUV¶ VDWLVIDFWLRQs find most customers are quite satisfied with convenience 
accessibility, fast booking and reservation system, customized services, while they 
quite pick on architecture and design, multiple services provided, personnel quality 
and ability, staff communication skills, staff reasonability of customer problems, 
degree of attention to customer problems and efficiency of problems solving. Last, the 
positive influences decide their future purchase intention are on fast booking and 
reservation system, customized service provided, while the negative influences refer 
on staff responsibility of customer problems, degree of attention to customer problems 
and efficiency of problem solving.  
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4.2. Interview  
To be easier analyzing ZLWKWKHFRQWHQWRI LQWHUYLHZµFRGLQJ¶ is important as it helps 
UHVHDUFKHUV LQ ³VLPSOLI\ DQG IRFXV RQ VRPH VSHFLILF FKDUDFWHULVWLFV RI WKH GDWD´
(Morse and Richards, 2002, p. 111).There are three core issues summarized from the 
five questions: 
x Manager perception on customer expectation 
x Manager perception on service delivering  
x Manager perception on future improvement 
After illustrating with each issue, summaries are concluded.  
4.21 Manager perception on customer expectation 
Two respondents all give their positive answers referring to the first question, both of 
them admit that through a lot of market information and regular customer demand 
investigation they get the latest and direct information, and both of them have special 
market research team to do the sample investigation from their customers. The data 
they collected will be handed to the managers of marketing department, after 
discussing in their meeting, the data will then handed to the administration department. 
The managers in the administration department then report the revenue and customer 
suggestion report during the meeting with all departments managers, and they will 
discuss and analyze together to find the improvement and ways to increase the 
consumer satisfaction. In Q3, Holiday Express mentions they believe the uniformed 
international standard mandate platform can provide faster room reservation and other 
customer request. The strict employee management, good employer quality and 
service quality are the bases of customer trust. Secondly, the design of the rooms and 
other hard ware equipment emphasizes on the modernization of style. Moreover, they 
offer a wide range of business and leisure facilitiHV LQVXULQJ RI GLIIHUHQW FXVWRPHU¶V
demand in advance. All of these are what they think can qualify a 3-star business hotel 
WRPHHWWKHFXVWRPHUV¶UHTXLUH7KHQDJDLQ+RPH,QQWHQGs to focus on the details of 
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their services, such as the appropriate price in their restaurant, food quality, the 
cleanness and comfortable of the rooms, convenience of location and accessibility, 
and economic value. 
4.22 Manager perception on service delivering 
Holiday Express believes that their strict and unified management make their 
employees deliver their high standard of service quality while facing their customers. 
µWe implement a score management to our employees. Our shift managers are charge 
of this, from the reception to the rooms, whenever there are customers; the employees 
have to maintain their smiles and good manner to help customers with any problems. 
Once there are customer complaints, then the employee will lose points. Every 
HPSOR\HH¶V VFRUH ZLOO EH UHSRUWHG LQ HYHU\ VHDVRQDO PHHWLQJ 7KH HPSOR\HHV ZKR
getting high scores will receive a bonus while employees getting the low score will be 
SXQLVKHGE\EHLQJGHFUHDVH WKHLU ZDJHV«7RHQKDQFH WKHVSHFLDONQRZOHGJH IRURXU
employees, we provide some outstanding employee chance to field trip and practical 
training in our alliances hotels from domestic and overseas.¶ )RFXVing on the 
restaurants and food quality, they emphasize the combination of the oriental and 
western style to achieve high quality by offering different styles. ¶$OO LQ DOO ZH DUH
sure that customers can receive the high quality of service by a reasonable price.¶      
Home Inn set up the online customer feedback form to make a deeper investigation 
towards the comfortable of rooms and other hard ware equipment such as the quality 
and comfortable of the bed, the temperature of air conditioner, the speed and stable of 
the internet and the quality of the food in the restaurant. These investigations help 
WKHPKDYHDEHWWHUXQGHUVWDQGLQJDQGGHWDLOHGDWWHQWLRQWRWKHLUFXVWRPHUV¶VDWLVIDFWLRQ
and thus ensure the customized service could well deliver to their customer. 
Regarding the employee oversee and management, they also have some reward and 
punishment. 
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4.23 Manager perception on future improvement 
Holiday Express is one of the subsidiary companies of Holiday Inn. Holiday Inn has 
already been established in Hefei for a few years and its brand name and brand image 
make it an outstanding brand for customers in the hotel market. However, for some 
customers, it is VWLOODQXQIDPLOLDUEUDQGµ$s a new brand for customers here, we still 
need to enhance our promotion to broaden our current market to a broad market. In 
addition to the convenient and fast service we offer now, we still need to keep 
HQKDQFLQJRXUHPSOR\HHV¶TXDOLW\WRPDNHVXUHRXUFXVWRPHUUHFHLYHWKHKigh quality, 
friendly and personalized services.¶  They also mention to offer some discounts in 
the off-peak season to attract more customers. Once the customers get experience of 
staying in the hotel, they will not want to other choice of hotels in the future.  
Through this, Holiday Express can build a stable brand that cannot be replaced in 
FXVWRPHUV¶PLQG 
 
Home Inn still needs to increase the quality and attitude of their employees. ¶:HKDYH
a strong team nationwide, and we believe we have the ability to compete with other 
international chain hotels if we enhance and empower our employer management, 
increase their quality and capacity from our current foundation to develop more¶ 
Home Inn is lack of some standard employee management system. What can be done 
in the future they suggest setting up more clear and strict discipline for their 
employees to follow. Moreover, careful recruitment and employee training is also 
FUXFLDO WR HQKDQFH WKHLU VHUYLFH TXDOLW\ µWe will need to have more careful 
recruitment in the future and the pre-work training for new staff is necessary. As there 
are always some complaints from customers for the mistakes made from the new staff, 
this really tells us the importance of recruitment and pre-work training. ¶ 
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Summary  
Compared with these two hotels, Holiday Express emphasizes on the standardization 
of service and facilities they offered, and they strongly believe these are the 
advantages IRU WKHP WR JDLQ FXVWRPHUV¶ OR\DOW\ DQG SUHIHUHQFH +RPH ,QQ tries to 
create the comfortabOH DWPRVSKHUH MXVW OLNH KRPH WR VDWLVI\ FXVWRPHUV¶ H[SHFWDWLRQ 
Regarding the service delivering, Holiday Express uses the strict and unified 
management to ensure the services quality, which includes the score management to 
enhance the discipline of employees and some rewards to encourage better 
performance. On the other hand, it emphasizes WKHYDOXH IRUFXVWRPHUV¶ PRQH\7KH
reasonable price for the high quality service is their promise to customers. Home Inn 
LQYHVWLJDWHV FXVWRPHUV¶ SHUVSHFWLYHV E\ WKH RQOine customer feedback. The 
investigation helped WKHP LPSURYH DQG HQKDQFH FXVWRPHUV¶ VDWLVIDFWLRQ E\ D EHWWHU
understanding and detailed attention to their customers. Moreover, reward and 
punishment system are DOVR VHW XS WR HQVXUH WKHLU HPSOR\HHV¶ TXDOLW\ In the future, 
Holiday Express needs to continue enhancing their brand image as to better account 
for certain large-scale competitive market. Through more promotion campaign and 
maintaining its high quality services, they believe the brand image will be no doubt 
LQFUHDVHG LQ FXVWRPHUV¶ PLQG 2Q WKH RWKHU KDQG +RPH ,QQ still needs to increase 
their employee quality and attitude. By more careful employee recruitment and 
pre-work training, the service quality is expected to be enhanced. 
 
 
 
 
 
 
 
Student ID: 4091053 
 
 78 
5. Discussion  
Gained from the research results, four main issues are drawing on here in-depth 
discussion: 
 
z different characteristic segmentation towards hotel service quality  
z customer perception of service quality towards international chain hotels 
z customer perception of service quality towards domestic chain hotels 
z service gaps from both customer¶s and management¶s perspective 
 
5.1. Different characteristic segmentation towards hotel service 
quality 
From previous chapter noticeably find (4.11) people perception on service quality is 
quite dynamic among different demographic group. On the whole, from gender 
perspective, male mostly pay more attention on the convenience and accessibility, fast 
booking and reservation system, staff problem solving abilities and the efficiency of 
problem solving, and these aspects are generally referring to speediness and 
effectiveness of service, likewise these critically determine the male group¶s overall 
satisfaction and their purchase intention, so as to define this group is µservice 
efficiency¶ group. While, female have quite a lot expectation on the sanitation, 
customized services provided, the degree of attention to customer¶s problem, and the 
comfortable of room services, as well as these aspects decisively important influence 
their overall satisfaction during the service encounter, as defined the female group is 
µservice details¶ group. From the age group, the younger age from 18-25 they always 
give their high intention on the multiple services provided, high quality of food, 
compared with elder aged group, most of their choices of stay in hotel are quite 
dynamic on the destination travelling or personal enjoyment basis, while they judge 
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the hotel whether can favor their preferences particular on its excellent of food, a 
variety of leisure facilities and services provided, as following as WKH µservice 
enjoyment¶ group. From the income segments, most low to middle income group are 
criticized on the reasonable restaurant/bars prices, high quality of food, and economic 
value, which can be summarized as µservice economic¶ group, in opposition to, the 
high income with high educated background group is quite preferring on staff 
communication skills or personnel quality aspects, as defined them as µservice ability¶ 
group. It seems different groups have quite separate demands in hotel¶s service 
dimensions, thus, managing in different service segments is a key issue for hotel 
manager to achieve and sustain a long business goal in a wide market. Nevertheless, 
when it comes to the different level of hotel, the issue might become more 
complicated and intractable. Especially, the higher rating on hotel, the more 
expectations and requirements are specified by customers. The deepen discussions 
then focused on both international hotel and domestic hotel. 
5.2. Customer perception of service quality towards international 
chain hotel  
Continuously find (4.12 & 4.14) most middle to high income in a high educated 
background male group people dominate an essential consumption role in the 
international chain hotels, despite the fact that, their mainly choices of stay are on 
business travelling basis. As defined previously (5.1), they are in the µservice 
efficiency¶ and µservice abilities´ segments. To meet this typical consumption group, 
the international hotel should give more focus on multiple services provided, high 
quality of food, sanitation, the degree of staff¶s attention to customer problems, staff 
abilities of problem solving, staff communication abilities, and the efficiency of 
problem solving aspects. From their satisfaction on these dimensions, the positive 
perceptions are mostly on the high quality of food, multiple services provided, 
sanitation, the degree of staff¶s attention to customer problems, staff abilities of 
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problem solving. Though the main predicaments stick largely on the staff 
communication skills and the efficiency of problem solving, the majority people have 
negative responds even as these are the most focusing aspects they are looking 
forward to and greatly affect their consumption choices. Looking back to the literature, 
the phenomenon of these service issues some authors point out in their research (1.2) 
that objectively have been proved here, yet, due to the investigation has been 
restricted in a particular region, the existence of the problems which have been 
confirmed may be differences in other parts of China, in particular, such as Beijing 
Shanghai, these major metropolises, the issues exist here may to some extent has been 
improved and enhanced. On the other hand, the deeper problem is that as an 
international chain hotel in joint venture management model may be subject to the 
restrictions on the GLIIHUHQWUHJLRQV¶ level, thus more or less may affect its overall and 
standardized management.  
5.3. Customer perception of service quality towards domestic chain 
hotel 
Compared to the international chain hotels the domestic chain hotels dominate in a 
complex mass market (see from 4.13 & 4.15). Therefore, the service segmentation 
will be more complicated and diversification. Generally, people all give high 
perceptions particular on the sanitation, customized services provided, convenience 
accessibility, room services, and economic value. While these dimensions are relevant 
to service detail-oriented, and customization aspects.  Which may possibly favoring 
the meet of ³service details¶ female group and µservice economic¶ low income group, 
Seeing back to background overviews, the most advantage of domestic chain hotel 
over international is gaining the benefit from the home-country culture, people likely 
choose to stay that may due to it offers localization of food, environment surroundings 
and facilities, and tries to create the comfortable atmosphere just like home that can 
VDWLVI\FXVWRPHUV¶H[SHFWDWLRQ However, from this survey also gains large number of 
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barriers on service quality that lead to customer¶s unsatisfied, and unwillingness on 
future purchase intention. These mainly appear on the lack of standardization of 
services, personnel quality and ability that urge them also facing negative impact in 
dominating in the wide dynamic consumer market. Moreover, among different 
segments group, the service issues seem become more complex, some unsatisfied 
attitudes are also great appearing especially in the luxury domestic hotel like Jin ling, 
people give quite high evaluation and more expectation on its well qualified and range 
of services, however, some unsatisfied attitudes focus on the high quality of food and 
customized services provided particular from the µservice details ¶group. In this 
circumstance, the home-country¶s benefit seems powerless to meet the customer¶s 
demand. As well as mentioned earlier in 5.1, the higher rating level of hotel when 
meets the different service orientation segments the service issues become more 
complicated and intractable.  
5.4. Service gap from both customer¶s and management¶s perspective  
Respects to this survey that these four hotels all certainly have unsatisfied judgment of 
overall service quality on different extent, the degree of the extent seems greater wider 
in luxury hotels, two significant findings are then identified, first, the service gap 
between FXVWRPHU¶s H[SHFWDWLRQ RI VHUYLFH TXDOLW\ DQG FXVWRPHU¶s perception of the 
organization's performance (gap 5) has been proved, indeed, this gap introduced by 
Parasuranman is a extremely important tool for management in monitoring service 
delivering and it can tell the customer¶s perceptions to hotel manager whether the 
hotel¶s service can meet, exceed or far behind their expectation. Second, the higher 
rating on hotel seems the more expectations and requirements are specified by 
customers. Thus, understanding both SDUWLHV¶ perception on service expectation is 
another issue identified in this survey. Through interviewing with two economic 
hotels¶ managers find they seems know quite well on what of customer expect in their 
hotels, likewise, Holiday Express mentions they believe the uniformed international 
standard mandate platform can provide faster room reservation and other customer 
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request, and a wide range of business and leisure facilities insuring of different 
FXVWRPHU¶V GHPDQG LQ DGYDQFH, while from the customer¶s perspective, their 
expectation on the service quality are quite close to manager¶s perception, the same 
answers expressed by Home inn, they are pretty sure that their customized services 
provided, convenience accessibility, flexibility and comfortable room services are 
what customer expect from their hotel. However, the failed in getting touch with the 
other two hotels makes a shortage of some valid data. Assume the two positive 
answers can partly represents the voice of management group, thus the main problem 
that makes customer¶s un-satisfaction is not from the different parties¶ perception on 
service expectation though, obtains from chapter 4.22 the two hotels¶ managers 
express great self-assured of their service delivering which can meet customer¶s 
expectation, especially in Holiday express, they believe their customers can µreceive 
the high quality of service by a reasonable price.¶  However, the questionnaire 
survey demonstrates that a lot amount people are not satisfied with its high quality of 
food, reasonable restaurant prices, and its economic value. The different perceptions 
result in the existing of gap 6 which has been partly identified. Last but not least, the 
partially failed in interview process increase the difficulties and in-depth of this 
survey that leave some issues undisclosed. However, the collected data proves the 
phenomena of service issues to some extent existing in this research on the basis of 
relevant literatures. The service gaps between FXVWRPHUV¶ and management¶s 
perspective, particular on the service delivering procedure that needs the hotel 
manager to re-measure and enhance their service quality.  
 
 
 
 
 
 
 
Student ID: 4091053 
 
 83 
6. Conclusion  
After illustrating with the research results, the main objectives of this study have been 
achieved. First gains from chapter 5.1, the general perception of hotel service quality 
are quite dynamic in different demographic groups, as identified earlier, it can 
segment as µservice HIILFLHQF\¶ male group, µservice details¶ female group, µservice 
enjoyment¶ younger age group, µservice economic¶ low income group and µservice 
ability¶ high income with high educated background group. As the different 
characteristics of social group is forming a wide range of service orientations, thus a 
great need for hotel managers from the different segments of service considerations 
and planning to operate marketing and management strategies into different target 
groups. 
 
Second, obtains from chapter 5.2, the major consumption market of international 
chain hotel is quite simple-oriented in targeting middle to high income high educated 
background especially male white-collar workers, subsequently the service orientation 
is focusing on µservice efficiency¶ and µservice DELOLW\¶. Their general perceptions of 
service quality positively appear on its service standardization, integration and 
diversification while these occupy the absolute consumption advantage. However, 
from the negative point of view, there are shortages of staff communication skills and 
efficiency of problem solving abilities even as these are the most focusing aspects 
they are looking forward to and greatly affect their consumption choices. Thus, for a 
single service-oriented group makes the necessary self-improvement and upgrading is 
the initial issue of the international chain hotel facing. 
 
Third, from the discussion in chapter 5.3 seen that, the main consumption market of 
domestic chain hotel is complex in variety of service orientations among different 
segment group. the general perception of service quality is no doubtable great in its 
service detail-oriented and customization as its most advantage gains from the 
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home-country cultural benefit that can favor different consumption market; However, 
this benefit according to some cases is seems powerless to meet the customer¶s 
demand, such like luxury domestic hotel, and this leads to another significant issue 
that the higher rating on hotel seems the more expectations and requirements are 
specified by customers. Again, the lack of standardization dˈiversification of services, 
and personnel quality and ability urge them also facing some negative impacts from 
the wide dynamic consumer market. Meeting the needs of multiple service oriented 
group is seems more severe challenges of domestic chain hotel facing. 
 
Fourth, from chapter 5.4 objectively proves the major service gaps are existing 
particular during the service delivering process, the first gap remains on the difference 
between customer¶s expectation on service quality and their satisfaction during real 
service delivering (gap 5), another is the different perceptions on service delivering 
from both customer¶s and manager¶s view (gap 6). The causes of these two service 
gaps evidently shows in this survey that is due to customers much higher evaluation 
and expectation on service quality, meanwhile hotel managers over estimate their 
services capabilities and scope. Furthermore, these service gaps increase significantly 
as the higher-level of hotels. Therefore, to re-justify and improve service quality is 
considerable indications especially for the luxury hotel here and now.  
6.1. Recommendations   
Four main issues are indentified with the achievement of objectives that have 
considerable implications for both international and domestic chain hotels to make 
further improvement. First, International Hotel needs to continue maintaining standard 
and range of services also need a self-improvement of service capacity and efficiency. 
The distinct competiveness comparing to domestic chain hotel is its high quality and 
competence of personnel though, to meet the need of high income high social class 
group¶s demand, the manager still need to strict deal with its staff recruitment and 
training process. Conduct a comprehensive inspection for instance, require and 
Student ID: 4091053 
 
 85 
examine the specific language skills and many other capabilities from candidates; in 
the mean time, train their employees within a time limit by setting up specified 
scenario simulation, as to address and enhance their capabilities and efficiencies of 
contingency measures, when dealing with customers¶ problems. Secondly, the 
international chain industry has a tremendous impact since from the financial turmoil 
has resulted in the current globalization of the economic recession. In order to occupy 
and gain a better market competition and enhance sales performance, a flexible 
expansion is proposed by providing preferential policies in the middle to low income 
consumption base, which suggests lowering the room rates and reducing the number 
of additional soft services. Third, as mentioned in 5.2, some restrictions on the 
different region¶s level might exist in international chain hotel under the joint venture 
management model, this assumption in this investigation are unconfirmed, though an 
anticipation suggests a flexible management in changing regional managers frequently, 
exchanging management experiences and timely reporting to the head area, to 
reinforce integration of standardized management. Moreover, providing value-added 
services is also suggested, customer pursues the maximized value and his 
requirements for hotel service is not confined to satisfaction in lower level, together 
ZLWK WKH 2OLYHU¶s explaining the possible high level satisfaction is only when hotel 
offers great services exceed their expectations, their loyalty will be engaged 
consequently (Zhang, 2008). Another issue is derived from the third point that the 
region difference also resistant the brand image and reputation expansion to a wide 
market. Holiday express for example, a brand promotion may be suggested which is 
also advocated by their management, furthermore, adaptation to local conditions may 
be well-planned marketing strategies. According to Holt¶s (2003) recommendations, 
appreciate principle of the local cultural and the market economic collaboration as the 
basis with the intention of discover a breakthrough point, which can represent the 
voice of the majority audiences, a necessary need of investigation and analysis from 
the local market as to practically gain the response. The naissance of Mountain Dew 
for example, which is a breakthrough success in the 1990s, because in the midst of a 
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labor market shake-up, the brand provided a symbolic solution to young men who 
weren't stars of the new free agent nation. Another suggestion where seeing from the 
survey, most information people are gained to know holiday express throughout travel 
blog, thus storytelling is suggested by promoting online customer¶s visit reports as 
first-hand experiencing do move people¶ purchase behavior in a psychological mode. 
The lack of standardization and diversification of services suggests the domestic 
hotels enlarging and increasing the availability of multiple services provided and the 
personnel service quality and ability, targeting diversity service segments by setting 
up different marketing strategies. The increasing of business travelling seems can 
advocate to add new business facilities and conferences into domestic hotel, the brand 
image also can be promoted circumstantially by businesses activities. Moreover, 
appreciation of sustainable development can maintain the local characteristics of the 
original culture, while at the same time can bring certain economic benefits. Such as, 
the instauration of environmental sound facilities, in respect of outstanding hygiene 
system in the restaurant and maintaining the local characteristic of food, participating 
in a environmental sound public activities, which can increase the public reputation 
and also in particular favor the µservice details¶ group¶s demand. While management 
perceptions most directly affected the design, development and delivery of the 
services offered, consumer perceptions more directly determined the evaluation of the 
services consumed, therefore, both international and domestic notional chain hotel 
need to pay more attention on the service gaps from the insight of customer¶s view 
during the service delivering process, likewise, Brown  and Swartz (1989) suggests 
the modifications to the service offering which can be affected by manager¶s 
perception of customer experiences. ³Whether these experiences exceed, match, or 
are below expectations can have a profound effect on future client-professional 
relationships'' (pp. 93-94).   
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6.2. Limitations   
Some knottiness encounters in this study, initially the sample size and type defined in 
the questionnaire is not perfect enough, the adoption of sample is random given by the 
type of population only in a particular geographic region that may result in the 
difference of demographic pattern compared with the wide population. Some data 
collected in the questionnaire is without explaining the meaning of each question in a 
face-to-face manner, the misunderstanding and personal bias may remain in the results. 
The limitation of time makes some respondents roughly answering questions, which 
may raise the unrealistic in this research. Some valid data is failed to collect due to 
unsuccessful of getting touch with interviewees. The short limited during of telephone 
interview may not allow respondents state their opinions sincerely, instead of, to some 
extent express their words without carefully consideration. Last, open-ended questions 
may result in problems when the interviewer transcript respondHQWV¶ RULJLQDO ZRUGV
after the conversation (Wang, 2005).    
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Appendix 
Appendix 1: Hefei city report in 2008 
 
GDP  in 
Hospitality 
/2008 
 
3,681 million yuan 
Increased: 
22%  
Over last year 
FLW\¶VFRQVXPHU  
price index:  
99.7 
Tourism  
Reception 
 /2008 
Annual income: 
13.246 billion yuan 
 
 
Increased  
32.1% 
Over last year 
Domestic tourism 
income: 
12.648 billion yuan 
 
Increased  
32.8% 
Over last year 
Foreign exchange 
tourism income: 
82.292 million  
US dollars 
Increased 
30.7% 
Over last year 
Population  
/2008 
Resident population:  
 
5,010,000 
Urban population: 
 
2,034,900 
Non-agricultural: 
 
2,100,000 
Living  
Standard  
/2008 
 
Annual disposable  
income  
of  
urban residents: 
 
15,591 per capita 
Consumption 
expenditure  
of  
urban residents:  
 
11,752 yuan per capita 
8UEDQZRUNHU¶V
average  
wage: 
 
 
30,603 yuan 
 
 
Online Source: China Popin, (2008).  
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Appendix 2: Covering Letter for Questionnaire of Service Quality in 
China Chain Hotel 
 
Dear respondents, 
 
I am an Msc Tourism Management and Marketing student in the University of 
Nottingham, UK. This questionnaire is being conducted as part of my dissertation 
resource, which to investigate service quality in China hotel sector. It aims to explore 
the different perception of service quality between customer expectation and 
satisfaction, and will provide a number of personal recommendations afterwards. All 
the information you provide in this research will be completely confidential and 
without any of commercial purpose. Thanks for your cooperation! 
 
 
 
 
Yours sincerely,  
 
Limei Jiang 
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Appendix 3: Questionnaire of Service Quality in China Chain Hotel  
 
¾ Important notes before you start! 
*This questionnaire includes 5 (A-E) sections, there are a number of questions in each 
section, and you MUST answer all the questions unless there is a specified note.  
Very much appreciate your support and patience! 
 
¾ Section A: Provide general perception on the importance of criteria when 
\RXDQWLFLSDWHLQRQHKRWHO¶VVHUYLFHGLPHQVLRQ 
I think the following 17 items that are greater important in one hotel's service aspect, I 
will give my high expectation on them.  
 
 1 
Totally 
disagree 
2 
Disagree 
3 
Fair 
4 
Agree 
5 
Totally 
Agree 
1.Architecture 
and design 
     
2*.Availability 
of multiple 
service and 
facilities 
provided  
     
3.Reasonable 
restaurant/bar 
prices 
     
4.High quality 
of food in 
restaurant(s) 
     
5.Sanitation 
     
6.Convenience 
accessibility 
     
7.Fast booking 
and reservation 
system 
     
8.Customized 
service 
provided 
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9.Personnel 
appearance 
     
10.Personnel 
quality of 
abilities 
     
11.Staff 
communication 
abilities to 
customers  
     
12.Staff 
responsibility 
to customer 
problems 
     
13.The degree 
RIVWDII¶V
attitude and 
attention to 
FXVWRPHUV¶
problems 
     
14.Staff 
abilities of 
problems 
solving 
     
15.The 
efficiency of 
problem 
solving 
     
16.Room 
services 
     
17.Economic 
value 
     
 
 
2* e.g. entertainments, business centre facilities, swimming pool and spa, 
conference/meeting facilities, etc 
11* e.g. multi-lingual skills and culture fluencies, politeness, etc. 
16* e.g. cleanness, quietness, comfortable and security, etc. 
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¾ Section B: Give your perceptions towards the following four hotels. 
*This section includes 24 questions that divides into 4 [a-d] parts, 7 small questions 
are included in each part, µĜ¶ the appropriate number to your answer, thank you for 
your patience! 
8. Do you know about Hilton hotel in Hefei?  
1. Yes   2. No 
 
9. ,IWKHILUVWDQVZHUZDV³\HV´WKHQZKLFKRIWKHIROORZLQJZD\V\RXKDYHNQRZQ" 
1. Brand image  2. Public reputation  3. Commercial publicity 
4. Travel blog   5. Known from FR (friends and relatives) 
6 .Previous experience  
 
10. Please give your rating on Hilton. 
1.One star  2. Two star  3. Three star  4. Four star  5. Five star 
 
1. Have you been stayed in Hilton in the previous 12 months? 
1.Yes  2. No 
 
2. ,I³\HV´LQ4WKHQKRZPDQ\WLPHVGLG\RXVSHQGWRVWD\LQHilton? 
a) Once  2. 2-3 times  3. 4-5 times  4. More than 5 times 
 
3. Can you explain your purpose of visiting in most recent one?  
1. Destination travelling  2. Business travelling  3. VFR 
4. Personal enjoyment    5. Other    
 
4. Give your perception of important criteria when you make of your visiting choice. 
 1 
Extremely 
not 
important 
2 
Not 
important 
3 
Fair 
4 
Important 
5 
Extremely 
Important 
1.Architecture 
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and design 
2*.Availability 
of multiple 
service and 
facilities 
provided  
     
3.Reasonable 
restaurant/bar 
prices 
     
4.High quality 
of food in 
restaurant(s) 
     
5.Sanitation 
     
6.Convenience 
accessibility 
     
7.Fast booking 
and reservation 
system 
     
8.Customized 
service 
provided 
     
9.Personnel 
appearance 
     
10.Personnel 
quality of 
abilities 
     
11.Staff 
communication 
abilities to 
customers  
     
12.Staff 
responsibility 
to customer 
problems 
     
13.The degree 
RIVWDII¶V
attitude and 
attention to 
FXVWRPHUV¶
problems 
     
14.Staff 
abilities of 
problems 
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solving 
15.The 
efficiency of 
problem 
solving 
     
16.Room 
services 
     
17.Economic 
value 
     
 
b-d are following as Jin ling, Holiday express, and Home inn. The format of each part 
is exactly the same as µa¶, omit them here for saving space.  
 
¾ Section C: Please give your own judgment on these 17 items when you are 
experiencing the real service delivering in these 4 hotels. (1=absolutely not 
satisfied, 5=totally satisfied) 
*Leave blank when you haven't been visited that of hotel(s), thanks again for your 
patient! 
 1 
Absolutely 
not 
satisfied 
2 
Not 
satisfied 
3 
Fair 
4 
Satisfied 
5 
Totally 
satisfied 
1.Architecture 
and design 
     
2*.Availability 
of multiple 
service and 
facilities 
provided  
     
3.Reasonable 
restaurant/bar 
prices 
     
4.High quality 
of food in 
restaurant(s) 
     
5.Sanitation 
     
6.Convenience 
accessibility 
     
7.Fast booking 
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and reservation 
system 
8.Customized 
service 
provided 
     
9.Personnel 
appearance 
     
10.Personnel 
quality of 
abilities 
     
11.Staff 
communication 
abilities to 
customers  
     
12.Staff 
responsibility 
to customer 
problems 
     
13.The degree 
RIVWDII¶V
attitude and 
attention to 
FXVWRPHUV¶
problems 
     
14.Staff 
abilities of 
problems 
solving 
     
15.The 
efficiency of 
problem 
solving 
     
16.Room 
services 
     
17.Economic 
value 
     
 
*Same as follow by Jin ling, Holiday express, Home inn. 
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¾ Section D: Based on your visiting experience, please answer the following 
questions straightforwardly. 
1. The overall perception on service quality in Hilton hotel.  
1. worse than I expected  2. same as I expected  3. better than I expected 
 
2. I am definitely going to revisit Hilton hotel next and be willing to recommend to 
my FR. in these hotels next time and willing to recommend to my FR. 
(1=absolutely disagree, 5 totally agree). 
1. absolutely disagree  2. disagree  3. fair  4. agree  5. totally agree 
*Same as followed by Jin ling, Holiday express, Home inn. 
 
¾ Section E: Please leave your personal information below. 
1. Age: 
1. 18-25  2. 26-35  3. 36-45  4. 46-55  5.56-60  
 
2. Gender: 
1. Male  2. Female  
 
3. Education Background: 
1. Junior school  2. high school/college  3. undergraduates  4. Postgraduates  
5. Higher degree 
 
4. Occupation  
1. Student  2. Worker  3. Computer technician  4. Medical care  5. Accounting 
and finance  6. Hotel catering  7. Senior manager  8. Engineering  9. Other 
 
5. Income status: 
1. 1,000rmb-2,000rmb /month  2. 2,000rmb-3,000rmb /month 
3. 3,000rmb-5,000rmb /month  4. 5,000rmb-8,000rmb /month  5. 8,000 above 
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Appendix 4: Frequencies Table 1-22 
 
Table 1: descriptive of people general expectation on service quality 
 
 N Minimum Maximum Mean Std. Deviation 
architecture 100 3 5 4.04 .751 
Multiple services 100 3 5 4.16 .647 
Reasonable prices 100 3 5 4.31 .615 
High quality food 100 3 5 4.65 .557 
sanitation 100 4 5 4.78 .416 
Convenience access 100 2 5 4.03 .858 
Fast booking 
reservation 
100 3 5 3.84 .647 
Customized services 100 3 5 4.49 .718 
Personnel quality 100 3 5 3.84 .487 
Personnel abilities 100 3 5 4.43 .590 
Staff communications 100 3 5 3.96 .634 
Responsibility to 
customer problems 
100 4 5 4.79 .409 
Attentions to 
problems 
100 4 5 4.74 .441 
Abilities of problem 
solving 
100 3 5 4.61 .634 
Efficiency solving 100 4 5 4.70 .461 
Room services 100 4 5 4.96 .197 
Economic  100 3 5 4.41 .653 
Valid N (list wise) 100         
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Table 2: descriptive of perception on service quality, Hilton 
 
 N Minimum Maximum Mean Std. Deviation 
architecture 36 1 5 2.81 1.470 
Multiple services 36 3 5 4.53 .609 
Reasonable prices 36 3 5 4.58 .692 
High quality food 36 3 5 4.08 .906 
sanitation 36 3 5 4.42 .806 
Convenience access 36 3 5 4.47 .560 
Fast booking 
reservation 
36 3 5 4.25 .692 
Customized services 36 3 5 3.89 .747 
Personnel quality 36 3 5 4.08 .874 
Personnel abilities 36 3 5 4.06 .674 
Staff communications 36 3 5 4.11 .785 
Responsibility to 
customer problems 
36 3 5 4.22 .760 
Attentions to 
problems 
36 3 5 4.33 .793 
Abilities of problem 
solving 
36 3 5 4.28 .849 
Efficiency solving 36 3 5 4.14 .961 
Room services 36 3 5 4.28 .914 
Economic value 36 3 5 4.31 .786 
Valid N (list wise) 36         
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Table 3: descriptive of satisfaction on service quality, Hilton 
 
 
N Minimum Maximum Mean Std. Deviation 
architecture 36 3 5 4.03 .810 
Multiple services 36 3 5 4.28 .701 
Reasonable prices 36 2 5 3.17 .609 
High quality food 36 2 5 3.36 .723 
sanitation 36 2 5 3.58 .692 
Convenience access 36 2 5 3.86 .593 
Fast booking 
reservation 
36 2 5 3.58 .692 
Customized services 36 2 4 3.28 .615 
Personnel quality 36 3 4 3.25 .439 
Personnel abilities 36 3 4 3.08 .280 
Staff communications 36 2 5 3.75 .649 
Responsibility to 
customer problems 
36 2 4 3.39 .688 
Attentions to problems 36 2 4 3.31 .668 
Abilities of problem 
solving 
36 2 4 3.22 .637 
Efficiency solving 35 2 4 3.23 .490 
Room services 36 2 5 4.19 .624 
Economic  36 2 5 3.39 .645 
Valid N (list wise) 35 
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Table 4: descriptive of compare mean between perception and satisfaction, Hilton 
 
Paired 
Samples 
Correlatio
ns 
 
N Correlation Sig. 
Pair 1 architecture 36 .125 .469 
Pair 2 Multiple services 36 .048 .780 
Pair 3 Reasonable prices 36 -.440 .007 
Pair 4 High quality food 36 -.309 .067 
Pair 5 sanitation 36 -.602 .000 
Pair 6 Convenience access 36 -.399 .016 
Pair 7 Fast booking 
reservation 
36 -.194 .257 
Pair 8 Customized services 36 -.242 .155 
Pair 9 Personnel quality 36 -.130 .449 
Pair 10 Personnel abilities 36 -.336 .045 
Pair 11 Staff communications 36 -.279 .099 
Pair 12 Responsibility to 
customer problems 
36 -.036 .835 
Pair 13 Attentions to 
problems 
36 -.012 .946 
Pair 14 Abilities of problem 
solving 
35 -.401 .017 
Pair 15 Efficiency solving 36 -.198 .056 
Pair 16 Room services 36 -.466 .004 
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Table 5: descriptive of perception on service quality ,Jin ling 
 
 N Minimum Maximum Mean Std. Deviation 
architecture 36 4 5 4.44 .504 
Multiple services 36 4 5 4.42 .500 
Reasonable prices 36 3 5 4.14 .723 
High quality food 36 3 5 4.50 .811 
sanitation 36 4 5 4.42 .500 
Convenience access 36 2 5 2.86 .798 
Fast booking 
reservation 
36 2 4 2.78 .591 
Customized services 36 3 5 3.97 .446 
Personnel quality 36 3 5 3.42 .649 
Personnel abilities 36 3 5 3.78 .591 
Staff communications 36 3 4 3.44 .504 
Responsibility to 
customer problems 
36 3 5 4.17 .561 
Attentions to problems 36 3 5 4.17 .561 
Abilities of problem 
solving 
36 3 5 3.86 .798 
Efficiency solving 36 3 5 4.06 .674 
Room services 36 4 5 4.81 .401 
Economic value 36 3 5 3.81 .577 
Valid N (list wise) 36     
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Table 6: descriptive of satisfaction on service quality, Jin ling 
 
 
 
satisfaction 
N Minimum Maximum Mean Std. Deviation 
architecture 36 3 5 3.89 .667 
Multiple services 36 3 5 3.46 .652 
Reasonable prices 36 2 4 2.86 .424 
High quality food 36 2 5 2.89 .523 
sanitation 36 3 4 3.67 .506 
Convenience access 36 1 3 1.75 .604 
Fast booking 
reservation 
36 2 4 3.00 .632 
Customized services 36 3 4 3.19 .401 
Personnel quality 36 2 4 3.08 .439 
Personnel abilities 36 2 4 3.06 .475 
Staff communications 36 3 4 3.08 .280 
Responsibility to 
customer problems 
36 3 4 3.31 .467 
Attentions to problems 36 3 4 3.28 .454 
Abilities of problem 
solving 
36 2 4 3.06 .410 
Efficiency solving 36 2 4 2.11 .465 
Room services 36 3 4 3.68 .506 
Economic value 36 2 4 3.18 .485 
Valid N (list wise) 36 
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Table 7: descriptive of perception on service quality, Holiday express 
 
 
N Minimum Maximum Mean Std. Deviation 
architecture 40 2 5 3.32 .764 
Multiple services 40 3 5 4.15 .580 
Reasonable prices 40 2 5 3.60 .871 
High quality food 40 3 5 3.78 .800 
sanitation 40 4 5 4.73 .452 
Convenience access 40 2 5 4.08 1.207 
Fast booking 
reservation 
40 3 5 3.60 .841 
Customized services 40 3 5 4.05 .677 
Personnel quality 40 3 4 3.33 .474 
Personnel abilities 40 3 5 3.82 .594 
Staff communications 40 3 5 3.67 .616 
Responsibility to 
customer problems 
40 4 5 4.35 .483 
Attentions to problems 40 3 5 4.25 .630 
Abilities of problem 
solving 
40 3 5 4.18 .712 
Efficiency solving 40 3 5 4.25 .630 
Room services 40 3 5 4.73 .640 
Economic value 40 2 5 4.37 .925 
Valid N (list wise) 40 
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Table 8: descriptive of perception on multiple services, sanitation, efficiency of 
problem solving, holiday express 
 
Multiple 
services 
 
Frequency Percent Valid Percent Cumulative Percent 
Valid fair 8 3.2 20.0 10.0 
 important 14 8.1 35.0 75.0 
 extremely important 18 21.0 45.0 100.0 
 Total 40 32.3 100.0  
Missing System 84 67.7   
Total 124 100.0   
sanitation 
 Frequency Percent Valid Percent Cumulative Percent 
Valid important 11 8.9 27.5 27.5 
extremely important 29 23.4 72.5 100.0 
Total 40 32.3 100.0  
Missing System 84 67.7   
Total 124 100.0   
Efficiency 
 Frequency Percent Valid Percent Cumulative Percent 
Valid fair 4 3.2 10.0 10.0 
important 17 11.3 43.0 65.0 
extremely important 22 17.7 47.0 100.0 
Total 40 32.3 100.0  
Missing System 84 67.7   
Total 124 100.0   
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Table 9: descriptive of perception on convenience accessibility and staff 
communication skills, holiday express 
 
Convenienc
e access 
 
Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid fair 8 6.5 20.0 20.0 
important 10 8.1 25.0 75.0 
extremely important 22 17.7 55.0 100.0 
Total 40 32.3 100.0  
Missing System 84 67.7   
Total 124 100.0   
communica
tion 
 
Frequency Percent Valid Percent Cumulative Percent 
Valid fair 16 12.9 40.0 40.0 
important 3 2.4 7.5 92.5 
extremely important 21 16.9 52.5 100.0 
Total 40 32.3 100.0  
Missing System 84 67.7   
Total 124 100.0   
 
 
Table 10: descriptive of perception on architecture and design, holiday express 
 
Architectur
e and 
design 
 
Frequency Percent Valid Percent Cumulative Percent 
Valid not important 4 3.2 10.0 10.0 
fair 22 17.7 55.0 65.0 
important 11 8.9 27.5 92.5 
extremely important 3 2.4 7.5 100.0 
Total 40 32.3 100.0  
Missing System 84 67.7   
Total 124 100.0   
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Table 11: descriptive of perception different in education group, Holiday express 
 
education * staff communication Crosstabulation 
  staff communication 
Total 
  
fair important 
extremely 
important 
education junior school 2 0 0 2 
high school/college 4 9 1 14 
university degree 3 5 9 17 
master degree 0 2 3 5 
higher degree 0 0 2 2 
Total 9 16 15 40 
  Education * problem abilities 
Total 
  
fair important 
extremely 
important 
education junior school 0 2 0 2 
high school/college 5 6 3 14 
university degree 2 6 9 17 
master degree 0 2 3 5 
higher degree 0 0 2 2 
Total 7 16 17 40 
  education * efficiency 
Total 
  
fair important 
extremely 
important 
education junior school 0 2 0 2 
high school/college 4 7 3 14 
university degree 0 11 6 17 
master degree 0 2 3 5 
higher degree 0 0 2 2 
Total 4 22 14 40 
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Table 12: descriptive of satisfaction on Holiday express 
 
 
N Minimum Maximum Mean Std. Deviation 
architecture 40 3 5 3.60 .744 
Multiple services 40 3 4 3.82 .385 
Reasonable prices 40 2 3 2.75 .439 
High quality food 40 1 5 3.13 1.223 
sanitation 40 3 5 3.92 .474 
Convenience access 40 1 3 2.12 .686 
Fast booking reservation 40 3 4 3.40 .496 
Customized services 40 2 4 3.23 .620 
Personnel quality 40 3 5 3.40 .632 
Personnel abilities 40 3 4 3.40 .496 
Staff communications 40 3 4 3.40 .496 
Responsibility to 
customer problems 
40 3 5 3.53 .599 
Attentions to problems 40 3 4 3.38 .490 
Abilities of problem 
solving 
40 2 5 3.43 .747 
Efficiency solving 40 2 4 3.18 .549 
Room services 40 3 4 3.45 .483 
Economic value 40 1 4 2.75 .927 
Valid N (list wise) 40 
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Table 13: descriptive of satisfaction different in gender group, Holiday express 
 
gender * staff abilities to problem solving  
  
staff abilities to problem solving 
Total 
  
not satisfied fair satisfied totally satisfied 
gender male 3 13 9 0 25 
female 0 7 5 3 15 
Total 3 20 14 3 40 
gender * efficiency of problem solving  
  efficiency of problem solving 
Total   not satisfied fair satisfied 
gender male 3 19 3 25 
female 0 8 7 15 
Total 3 27 10 40 
 
gender *economic value 
Total 
  totally not 
satisfied not satisfied fair satisfied 
gender male 3 10 9 3 25 
female 1 1 7 6 15 
Total 4 11 16 9 40 
 
Table 14: descriptive of satisfaction different in education group, Holiday express 
education* staff communication skills  
  Communication skills 
Total   fair satisfied 
education junior school 0 2 2 
high school/college 9 5 14 
university degree 11 6 17 
master degree 4 1 5 
higher degree 2 0 2 
Total 26 14 40 
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Table 15: descriptive of satisfaction different in income group, Holiday express 
 
income * economic value 
economic 
 economic 
Total   not satisfied fair satisfied 
income 1,000rmb-2,000rmb 3 2 1 6 
2,001rmb-3,000rmb 3 4 1 8 
3,001rmb-5,000rmb 1 10 8 19 
5,001rmb-8,000rmb 1 1 0 2 
8,000above 0 2 3 5 
Total 7 19 14 40 
Table 16: descriptive of compare mean between perception and satisfaction 
Holiday express 
Paired Samples Correlations N Correlation Sig. 
architecture 40 -.081 .619 
Multiple services 40 .121 .458 
Reasonable prices 40 -.301 .013 
High quality food 40 -.190 .213 
sanitation 40 -.099 .545 
Convenience access 40 .700 .000 
Fast booking reservation 40 .147 .364 
Customized services 40 -.461 .003 
Personnel quality 40 .325 .041 
Personnel abilities 40 .591 .000 
Staff communications 40 -.655 .000 
Responsibility to customer 
problems 
40 -.545 .000 
Attentions to problems 40 .311 .051 
Abilities of problem solving 40 -.398 .002 
Efficiency solving 40 -.456 .003 
Room services 40 .293 .365 
Economic value 40 -.441 .004 
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Table 17: descriptive of perception on service quality, Home inn 
 
Descriptive Statistics 
 N Minimum Maximum Mean Std. Deviation 
architecture 63 1 3 2.24 .615 
Multiple services 63 1 4 2.16 .653 
Reasonable prices 63 2 4 2.81 .737 
High quality food 62 2 4 2.31 .561 
sanitation 62 4 5 4.73 .450 
Convenience access 62 4 5 4.65 .482 
Fast booking 
reservation 
62 3 5 4.52 .620 
Customized services 62 2 5 4.18 .950 
Personnel quality 62 1 3 2.32 .566 
Personnel abilities 62 2 4 2.69 .642 
Staff communications 62 2 4 2.92 .708 
Responsibility to 
customer problems 
62 2 4 3.19 .623 
Attentions to 
problems 
59 2 4 3.27 .639 
Abilities of problem 
solving 
62 3 4 3.40 .495 
Efficiency solving 62 2 4 3.29 .663 
Room services 62 3 5 4.73 .657 
Economic value 62 3 5 4.50 .763 
Valid N (list wise) 59     
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Table 18: descriptive of perception different in gender, Home inn 
 
gender * sanitation  Crosstabulation 
  sanitation 
Total 
  
important extremely important 
gender male 14 24 38 
female 3 21 24 
Total 17 45 62 
 
gender * customized services Crosstabulation 
  customized services 
Total 
  
not important fair important 
extremely 
important 
gender male 7 11 19 1 38 
female 0 1 8 15 24 
Total 7 12 27 16 62 
 
gender * fast booking Crosstabulation 
  fast booking 
Total 
  
fair important extremely important 
gender male 1 17 20 38 
female 3 5 16 24 
Total 4 22 36 62 
 
gender * efficiency problem solving Crosstabulation 
  
efficiency problem solving 
Total 
  
not important fair important 
gender male 2 17 19 38 
female 5 13 6 24 
Total 7 30 25 62 
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Table 19: descriptive of perception different in occupation, income, Home inn 
 
occupation * sanitation Crosstabulation 
 
 
sanitation 
Total   important extremely important 
occupation worker 4 5 9 
computer technical 3 0 3 
medical care 1 8 9 
finance accounting 0 8 8 
hospitality 2 2 5 
senior manager 3 2 5 
engineering 2 2 4 
other 8 11 19 
Total 23 39 62 
 
 
income *high quality of food Crosstabulation 
  high quality of food 
Total   not important fair important 
income 1,000rmb-2,000rmb 5 2 0 7 
2,001rmb-3,000rmb 13 2 1 16 
3,001rmb-5,000rmb 20 5 1 26 
5,001rmb-8,000rmb 2 1 1 4 
8,000above 6 3 0 9 
Total 46 13 3 62 
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Table 20: descriptive of satisfaction on service quality,Home inn 
 
Descriptive Statistics 
 N Minimum Maximum Mean Std. Deviation 
architecture 62 2 4 2.60 .557 
Multiple services 62 1 4 2.11 .576 
Reasonable prices 62 2 4 3.60 .639 
High quality food 62 2 3 2.18 .385 
sanitation 62 3 5 3.85 .674 
Convenience access 62 3 5 4.56 .590 
Fast booking 
reservation 
62 3 5 4.31 .667 
Customized services 62 2 5 3.56 .781 
Personnel quality 61 2 3 2.30 .460 
Personnel abilities 61 2 3 2.23 .424 
Staff communications 61 2 3 2.49 .504 
Responsibility to 
customer problems 
61 2 4 2.84 .454 
Attentions to 
problems 
61 2 3 2.67 .473 
Abilities of problem 
solving 
61 2 3 2.38 .489 
Efficiency solving 61 2 4 2.41 .559 
Room services 61 3 5 3.79 .686 
Economic value 61 3 5 3.31 .620 
Valid N (list wise) 61     
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Table 21: descriptive of satisfaction different in age, occupation, Home inn 
 
occupation * staff communication skills Crosstabulation 
  
staff communication skills 
Total   not satisfied fair 
occupation worker 2 7 9 
computer technical 0 3 3 
medical care 3 6 9 
finance accounting 5 3 8 
hospitality 4 1 5 
senior manager 5 0 5 
engineering 3 1 4 
other 9 9 18 
Total 31 30 61 
 
 
 
age * staff responsibility to customer problems Crosstabulation 
  
staff responsibility to customer problems 
Total 
  
not satisfied fair satisfied 
age 18-25 4 9 0 13 
26-35 3 7 1 11 
36-45 2 17 1 20 
46-55 0 8 0 8 
56-60 3 6 0 9 
Total 12 47 2 61 
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age * the degree of attention to customer problem Crosstabulation 
  
the degree of attention to customer problem 
Total   not satisfied fair 
age 18-25 6 7 13 
26-35 4 7 11 
36-45 5 15 20 
46-55 1 7 8 
56-60 1 8 9 
Total 20 41 61 
 
 
Table 22: descriptive of compare mean between perception and satisfaction,Home inn 
 
Paired 
Samples 
Correlations 
 
N Correlation Sig. 
Pair 1 architecture 62 -.161 .210 
Pair 2 Multiple services 62 .138 .093 
Pair 3 Reasonable prices 62 .213 .060 
Pair 4 High quality food 62 -.579 .000 
Pair 5 sanitation 62 .029 .824 
Pair 6 Convenience access 62 .082 .528 
Pair 7 Fast booking reservation 62 .349 .005 
Pair 8 Customized services 62 .071 .073 
Pair 9 Personnel quality 61 -.185 .154 
Pair 10 Personnel abilities 61 .022 .867 
Pair 11 Staff communications 61 -.049 .710 
Pair 12 Responsibility to customer 
problems 
61 -.332 .032 
Pair 13 Attentions to problems 58 -.290 .027 
Pair 14 Abilities of problem solving 61 .108 .406 
Pair 15 Efficiency solving 61 -.377 .003 
Pair 16 Room services 61 -.125 .339 
Pair 17 Economic value 61 .218 .092 
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Appendix 5--Multiple Regression Coefficients Table 23-31 
 
Table 23: service perception influence purchase decision, Hilton 
 
Model 
Unstandardized Coefficients 
Standardized 
Coefficients 
t Sig. 
Collinearity Statistics 
B Std. Error Beta Tolerance VIF 
 (Constant) 23.083 12.353  1.869 .080   
Rating Hilton 2.278 2.012 4.853 4.932 .004 .035 28.791 
architecture 
-.214 .319 -.234 -.670 .513 .162 6.177 
Multiple services 
.907 1.231 .411 .737 .472 .063 15.808 
Reasonable prices 
.480 .864 .247 .556 .586 .100 10.024 
High quality food 
-3.694 4.231 2.515 2.873 .016 .002 421.514 
sanitation 
-5.194 3.813 3.122 3.362 .002 .004 266.737 
Convenience 
access 
.999 1.712 .416 .583 .568 .039 25.805 
Fast booking  
-3.062 2.847 -1.588 -1.076 .298 .009 110.772 
Customized 
services 
-5.602 4.343 -3.042 -1.290 .215 .004 282.550 
Personnel quality 
-1.265 2.599 -.831 -.487 .633 .007 147.970 
Personnel abilities 1.757 2.017 .889 .871 .397 .019 52.914 
communications 2.276 2.027 3.992 4.123 .008 .014 72.530 
Responsibility  6.757 5.646 3.799 1.197 .249 .002 511.846 
Attentions to 
problems 
-10.350 10.612 6.101 6.275 .000 .001 1987.053 
Abilities of 
problem solving 
5.017 6.521 3.165 .769 .453 .001 859.824 
Efficiency  7.946 6.227 5.668 6.276 .002 .001 1001.874 
Room services 
-1.174 1.483 -.798 -.791 .440 .019 51.686 
Economic value -2.794 2.115 -1.582 -1.321 .205 .014 72.878 
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Table 24: service perception influence overall satisfaction,Hilton 
 
Model 
Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig. 
Collinearity Statistics 
B Std. Error Beta Tolerance VIF 
1 (Constant) -4.977 .770  -6.464 .000   
reasonable 
restaurant/
bar prices 
.461 .154 .337 3.001 .005 .700 1.429 
sanitation .378 .156 .310 2.424 .022 .537 1.861 
convenienc
e 
.340 .174 .242 1.953 .061 .573 1.744 
communic
ation 
-.020 .166 .216 -.122 .003 .546 1.833 
efficiency  .860 .173 .499 4.976 .000 .877 1.140 
a. Dependent Variable: overall satisfaction Hilton 
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Table 25: service perception influence purchase decision,Jin ling 
 
Model 
Unstandardized Coefficients 
Standardized 
Coefficients 
t Sig. 
Collinearity Statistics 
B Std. Error Beta Tolerance VIF 
1 (Constant) 2.454 6.619  .371 .714   
High quality 
food 
1.639 .707 .715 2.319 .029 .259 3.862 
Reasonable 
prices 
-.152 .349 -.093 -.436 .667 .536 1.865 
Sanitation -.500 1.024 -.212 -.488 .630 .130 7.695 
Convenienc
e access 
.090 .374 .064 .242 .811 .351 2.847 
customized -.195 .925 -.064 -.211 .035 .270 3.698 
Degree 
attention 
-1.049 .843 -.486 -1.245 .225 .162 6.182 
Abilities of 
problem 
solving 
.577 .732 .383 .788 .438 .104 9.575 
Room 
serivces 
-.237 1.076 -.084 -.220 .828 .170 5.882 
Rating j -.167 .565 .594 1.295 .031 .045 4.083 
Dependent Variable: future choose Jin ling 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Student ID: 4091053 
 
 127 
Table 26:  service perception influence overall satisfaction,Jin ling 
 
Model 
Unstandardized Coefficients 
Standardized 
Coefficients 
t Sig. B Std. Error Beta 
1 (Constant) -.272 3.269  -.083 .935 
Architecture -.008 .221 -.008 -.078 .970 
Multiple -.117 .383 -.111 -.305 .764 
Reasonable 
prices 
-.089 .420 -.149 -.012 .834 
Sanitation .001 .458 .001 .002 .998 
Convenience .872 .422 .746 2.064 .052 
Fast booking .319 .334 .301 .956 .351 
Customized .128 .547 .076 .035 .817 
Communicatio
n 
-.517 .880 -.215 -.587 .564 
Responsibility -.185 .436 -.127 -.425 .676 
Abilities of 
problem 
solving 
.233 .353 .142 .658 .518 
Efficiency .006 .443 .004 .013 .990 
Room services .336 .651 .247 .517 .611 
Economic 
value 
3.423 .528 .000 .000 1.000 
a. Dependent Variable: overall satisfaction j 
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Table 27: satisfaction influence future purchase intention,Jin ling 
 
Model 
Unstandardized Coefficients 
Standardized 
Coefficients 
t Sig. B Std. Error Beta 
1 (Constant) 1.328 5.757  .231 .820 
Architecture -.359 .389 -.212 -.923 .367 
Multiple -.217 .675 -.123 -.322 .751 
Reasonable 
prices 
-.046 .740 -.015 -.062 .951 
High quality 
food 
-.413 .807 -.481 2.512 .014 
Convenience 1.677 .744 .855 2.254 .036 
Fast booking .441 .588 .248 .750 .462 
Customized .656 .963 5.232 3.681 .003 
Communicati
on 
-.399 1.550 -.099 -.257 .800 
Responsibility -.879 .767 -.359 -1.145 .266 
Abilities of 
problem 
solving 
.515 .623 .187 .827 .418 
Efficiency -.760 .779 -.313 -.976 .341 
Room 
services 
.453 1.146 .198 .395 .697 
Economic 
value 
.667 .930 .263 .717 .482 
Dependent Variable: future choose j 
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Table 28: service perception influence overall satisfaction,holiday express 
Coefficients 
Model 
Unstandardized Coefficients 
Standardized 
Coefficients 
t Sig. B Std. Error Beta 
1 (Constant) -1.617 .651  -2.482 .018 
Quality food .121 .090 .229 1.352 .186 
Customized .337 .149 .322 2.263 .030 
Degree 
attention 
.098 .257 .074 .382 .705 
Abilities of 
problems 
solving 
.456 .186 .526 2.455 .020 
Efficiency .057 .312 .649 3.184 .015 
Economic 
value 
.115 .113 .564 3.013 .019 
a. Dependent Variable: over all ex 
 
Table 29: satisfaction influence future purchase intention, holiday express 
Coefficients 
Model 
Unstandardized Coefficients 
Standardized 
Coefficients 
t Sig. B Std. Error Beta 
1 (Constant) -4.573 .883  -5.178 .000 
Customized -.038 .202 -.321 -.188 .043 
Degree 
attention 
1.255 .348 .555 3.607 .001 
Abilities 
problem 
solving 
.363 .252 .245 1.443 .158 
Efficiency .493 .423 -.244 1.166 .032 
Economic 
value 
.078 .153 .065 .508 .615 
High quality 
food 
-.013 .121 -.414 -.504 .018 
a. Dependent Variable: future choose ex 
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Table30: service perception influence purchase decision,home inn 
 
Model 
Unstandardized Coefficients 
Standardized 
Coefficients 
t Sig. B Std. Error Beta 
1 (Constant) 14.673 3.564  4.116 .000 
architecture 
-1.089 .273 -.562 -3.986 .000 
Multiple services 
-.187 .209 -.111 -.893 .378 
Reasonable 
prices 
-.106 .109 -.073 -.971 .339 
High quality 
food 
1.066 .184 -.599 -5.795 .000 
sanitation 
.049 .326 .020 .151 .881 
Convenience 
access 
.951 .350 .441 2.715 .010 
Fast booking 
reservation 
-1.158 .823 -.542 -1.407 .169 
Customized 
services 
.404 .568 .360 .711 .002 
Personnel quality 
.188 1.660 .086 .113 .910 
Personnel 
abilities 
-1.939 .821 -1.181 -2.361 .024 
Staff 
communications 
-.062 .060 -.043 -1.035 .308 
Responsibility  1.877 .511 1.157 3.672 .001 
Attentions to 
problems 
-3.217 .868 -2.043 -3.708 .001 
Abilities of 
problem solving 
.851 .196 .398 4.334 .090 
Efficiency 
solving 
2.298 1.600 1.313 3.436 .002 
Room services 2.230 .582 1.358 3.832 .001 
Economic value 
-2.465 .389 1.598 6.343 .000 
a. Dependent Variable: future choose home 
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Table 9: satisfaction influence future purchase intention,home inn 
 
Coefficients 
Model 
Unstandardized Coefficients 
Standardized 
Coefficients 
t Sig. B Std. Error Beta 
1 (Constant) -3.375 .733  -4.604 .000 
  
High q food .158 .364 .059 .434 .666 
Fast booking -.254 .183 .460 4.385 .003 
Customized .658 .193 .448 3.415 .001 
Degree 
attention 
.831 .273 -.370 -3.040 .004 
Response 
problem 
2.962 .632 -1.319 -4.686 .000 
efficiency -2.132 .557 -1.104 -3.831 .000 
a. Dependent Variable: future choose home 
 
 
 
 
 
 
 
 
 
 
